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Abstract
Despite recognition of the relevance of fashion to tourism – including the United
Nations World Travel Organisation’s prediction that destinations will function as
fashion accessories, academic research has not empirically studied this phenomenon.
Noting this gap, Caldwell and Freire in 2004 called for research to identify factors
which contribute to the construction of a fashionable destination. Given the unique
nature of tourism and the consequent limitation of applying the findings of research
from other fields, this study inductively develops theory to understand the conditions
necessary for a destination to be fashionable. Because of the influence industry has on
fashion and the knowledge and experience of suppliers, a supply-side perspective was
adopted.

This research commenced by developing a definition of fashion owing to the limitations
of current definitions in not considering the importance of meaning. To address
Caldwell and Freire’s call, a two phase research design was implemented. Phase One
explored practice employing in-depth interviews with eighteen tourism experts to
establish if fashion was relevant to tourism and if so, to identify destinations perceived
to be fashionable and the conditions which made them fashionable. The findings
indicated fashion contributed to destination success and uncovered twelve conditions
tourism experts considered necessary for a destination to be fashionable. These
conditions were formulated into necessary condition propositions. Phase Two was
confirmatory and tested the propositions developed in Phase One using a case study
methodology. Four fashionable destinations, from the list of those nominated by tourism
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experts were used as cases to identify if the conditions existed, as predicted, at those
destinations. Evidence was found to confirm all twelve propositions.

Literature was consulted to guide the theorisation of the findings. This culminated in the
development of the Destination Fashion Conditioning Framework. The framework
positions the necessary conditions as sources of communication and identifies actions
destination marketers need to perform to develop those sources of communication.
Together, the sources of communication and the actions required have a conditioning
influence on constructing a fashionable destination meaning.

This thesis makes important contributions. The framework along with the definition of
fashion developed represents the theoretical contributions of this work. Additionally,
the study contributes to knowledge on methods by testing the reliability of data
collected through exploration of practice and by applying the case study methodology
to test necessary condition propositions in tourism. The framework contributes to
destination marketing by providing a ‘how to’ guide for destinations aiming to be
positioned as fashionable. The framework also may be adapted to the broader practice
of marketing and used to make other objects and behaviours fashionable.
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Chapter One: Introduction
1.1.

Background

Perhaps, not surprisingly, a Google search of the word ‘fashion’ displays results related
to clothing and accessories. A more focused search, ‘fashionable destination’ provides
links to an array of places throughout the world. Travelbite (2011), for example, refers
to Stockholm suggesting “there is much to see and do in this fashionable city”.
Similarly, Taormina in Sicily is claimed to be an “attractive and permanentlyfashionable destination” (Castelmola.com). The Guardian names Kent Coast as being
one of Britain’s most fashionable destinations (Emms 2011). Travel journalist Paddy
Burt (2011) notes:

Most fashionable is the Isle of Anglesey thanks to William and Kate.
Edinburgh always lays claim to the fashionable stakes, and Leeds is in
there somewhere. A search on the Visit Britain website, throws up at
least one hundred and twenty fashionable destinations including Britain
itself. Search for fashionable on TripAdvisor, and the website gets
excited about a Novotel in Sheffield, a restaurant in South Shields, and
rentals in Notting Hill.

In its adjectival form, fashion is common in tourism narratives. A search of academic
literature reveals fashion has applicability to tourism (for example Christaller 1964;
Greenwood 1976; Stansfield 1978; Corneo & Jeanne 1999; Caldwell & Freire 2004;
Morgan & Pritchard 2004; Wilson & Richards 2008). However, these studies, discussed
in Chapter Two, do not investigate the role of fashion in tourism and only allude to its
relevance. In 2004, Caldwell and Freire, while studying how destination branding
practices may differ for a country, a region, or a city, found regions and cities fulfil
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visitors’ self-expression needs more than countries. They suggested because of the role
of regions and cities in helping the individual express “something about themselves”
(p.52), visitation is influenced by fashion. Caldwell and Freire consequently urged
academics to research “which factors contribute to the construction of a fashionable
destination?” (p.59), arguing an understanding of how destinations come in to fashion is
imperative to destination branding, given the highly competitive nature of the tourism
environment. However, despite the elapse of a decade, this has not been addressed.
Consequently, this research responds to Caldwell and Freire’s call. Prior to discussing
the relevance of fashion to tourism, the concept of fashion is first explained.

1.2.

The concept of fashion

Although the word fashion leads to images of glamorous people wearing the latest
styles of clothing and accessories, fashion has a broader application. Fashion has an
influence on almost all daily activities (O'Cass 2001) including science, art, education,
and literature (Blumer 1969; Sproles 1981). Mintzberg (2005) points out research
conducted within academia is influenced by what is fashionable. Radar (1969, p.81)
notes the “omnipresence” of fashion percolates every aspect of human behaviour. Atik
and Firat (2013) argue fashion is a key principle influencing all aspects of life. In
tourism, Corneo and Jeanne (1999) suggest the choice of holiday destination is an
example of behaviour affected by fashion. Even the United Nations World Tourism
Organisation predicted, in 2001, destinations will function as a “fashion accessory”
(p.27).
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Definitions of fashion within academic literature were examined to understand the
characteristics of fashion. It was found these definitions conceptualised fashion as being
either emulation or time-appropriate. Accordingly, these are grouped and displayed in
Tables 1.1 and 1.2. Interestingly, only two of the definitions explain fashion as
behaviour, while others define it as a concept.

Table 1.1: Fashion as emulation

Discipline

Definition

Authors

Clothing and Textile

“Fashion objects are selected by individuals to create
their looks, in order to conform to the social concepts
of time.”

Cholachatpinyo (2002, p.17)

Economics

“A field of behaviour which is emulative in aim and
symbolic in reference”.

Robinson (1961, p.383)

Home Economics

“A way of behaving that is temporarily adopted by a
discernible proportion of members of a social group
because that chosen behaviour is perceived to be
socially appropriate”

Sproles (1979, p.5)

Psychology

"A mob-spirit, the curious development of a common
point of view amongst a great number of people
associated together".

Kane (1923, p.269)

Sociology

“Merely a product of social demands”

Simmel (1957, p.544)

Discipline

Definition

Authors

Clothing and Textile

“A conception of what is currently appropriate.”

Daniels (1951, p.51)

Home Economics

“A clothing fashion is a culturally endorsed style of
aesthetic expression in dress and adornment, which is
discernible at any given time and changes over time
within a social system of group of associated
individuals.”

Sproles (1974, p.465)

Marketing

“Fashion represents the popular, accepted, prevailing
style at any given time.”

Solomon & Rabolt (2004,
p.402)

Psychology

“Fashion is a function of society and the period”

Back (1985, p.6)

Table 1.2: Fashion as time-appropriate

3

It is argued these definitions of fashion are deficient in that they do not consider the role
of meaning emphasised in fashion literature. McCracken (1988) for instance refers to
the fashion system as consisting of all individuals and organisations responsible for
creating meaning and associating it with a good. Even theories on fashion, discussed in
the next chapter, indicate an object’s associations and meaning contribute to making it
fashionable (Blumer 1969; Field 1970; Sproles 1981; Kaiser et al. 1995; Simmel [1904]
1957). Given the array of definitions and their limitation in excluding the role of
meaning, a definition was developed, for the purpose of this thesis, and published as
part of Lewis et al. (2013), conceptualising it as:

An object-orientated concept, the object being popular for consumption
within one’s reference group(s) because the meaning associated with the
object is perceived as being symbolically appropriate for a given time or
situation (pp.6-7).

The object in this context may include anything that is visible, tangible, or can be
apprehended intellectually. Eckhardt and Houston’s (2002) research on McDonald’s in
China can be used to explain this definition. They found McDonald’s in Shanghai was a
fashionable restaurant for university students because it symbolised western culture.
This is consistent with the definition of fashion developed, as the object – the brand
McDonald’s – is popular with a reference group consisting of university students, owing
to the symbolism of the western culture. This symbolic meaning associated with
McDonald’s in China, makes it appropriate for consumption.

In essence, fashion is about consuming objects for their perceived meaning and the
opportunity to communicate that meaning – hence the term fashion statement. Different
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meanings may make objects fashionable in different consumption situations and to
different groups. Because of the rich meaning associated with brands (Hollenbeck &
Kaikati 2012), the consumption of branded products, including destination brands, may
be influenced by fashion. The role of brands in creating and delivering meaning is
explained in Chapter Two.

1.3.

Objective of this research

This study responds to Caldwell and Freire’s (2004, p.59) call for research to identify
“which factors contribute to the construction of a fashionable destination?”. Pursuant to
Dul et al. (2010), contributing factors are referred to as necessary conditions in this
thesis. The premise underlying this research – Figure 1.1 – is that these necessary
conditions contribute to making a destination fashionable. Accordingly, identifying
them may make it possible to purposefully manage a destination to position it as
fashionable.

Fashionable
Destination

Necessary Conditions

Figure 1.1: Underlying premise of research

This thesis investigates:

What conditions are necessary for a destination to be fashionable?

The concept of necessary conditions and their application in this study is given more
attention in the methodology chapter. At this juncture, it should be noted this study
5

takes an inductive approach employing Dul and Hak’s (2008) method to develop theory.
A two phase research process was implemented. Phase One was exploratory, employing
in-depth interviews with tourism experts to establish if they considered fashion is
relevant to tourism, and if so, first identify destinations perceived as fashionable, and
develop propositions regarding conditions necessary for a destination to be fashionable.
Phase Two was confirmatory and used a case study methodology to test the propositions
at destinations nominated by experts as fashionable.

This study takes a supply-side perspective. Consumers may not be aware of the
underlying conditions which contribute to constructing a fashionable destination.
Understanding the perceptions of consumers and their influence on destination choice is
not the focus of this thesis. Sproles (1981), Kawamura (2005), Caldwell and Freire
(2004), and Atik and Firat (2013) acknowledge the influence of producers on making
products fashionable, thus reinforcing the supply-side perspective adopted.

1.4.

Need for research

Studies have looked at what makes certain objects fashionable. Lurie (1981), while
studying the language of clothing, argued popular culture, television shows, and artists
contributed to positioning certain styles as fashionable. Kawamura (2005) similarly
notes mass media outlets such as television, radio, print media, and movies are often
responsible for creating fashion or legitimizing fashion change. Atik and Firat (2013)
found fashion magazines and celebrities helped make clothing styles fashionable.
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Wissinger (2009), while studying the role of fashion models in the branding process
argued to gain employment, fashion models first need to develop a fashionable image
for themselves. Wissinger found models have to engage in three kinds of labour to
produce a fashionable look. These are summarised in Table 1.3.

Table 1.3: Wissinger's (2009) three types of labour

Type of Labour

Description

Objective

Aesthetic Labour

Aesthetic Labour relates to the model’s
lifestyle, body, and physical
appearance. It involves working-out,
tanning, looking after one’s skin,
shaving, waxing, visiting the beauty
salon, wearing the right clothing styles,
and being fit.

- Acquire and maintain a particular
bodily performance to create an
attractive product.
- Produce a physical image which can
be sold.

Entrepreneurial
Labour

Entrepreneurial labour relates to
cultivating relationships through
engaging in social interaction, in the
right places with the right people. Such
labour involves attending events and
presenting the fashion model as part of
a community.

- Network with influential members of
the modelling industry and make
connections which may be
professionally beneficial.
- Promote the product to influential
members of the modelling industry.

Immaterial Labour

This type of labour involves a series of
activities not normally recognised as
work. This unpaid time devoted to
getting work takes place in the circuit
of scenes comprising of fashion
dinners, parties, and other social
gatherings.

- Be seen by influential members of
the modelling industry and be
photographed at parties or venues.
- Develop an image based on the
venues and establishments the model
is seen at.
- Display the product to influential
members of the modelling industry
to gain employment.

Although these studies indicate there are certain requirements to become fashionable,
these explanations may not be relevant to tourism. Hankinson (2007) explains
destinations are fundamentally different from other consumer products. This difference,
he argues, is largely derived from tourism destinations being an amalgamation of
individual services which are coproduced by a multiplicity of autonomous organisations
and consumed simultaneously by different consumers for different purposes. von
Bergner and Lohmann (2013) similarly note tourism is a complex system involving
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numerous stakeholders with conflicting goals. Accordingly, an explanation of fashion is
required which considers the uniqueness of tourism. This thesis therefore provides an
understanding of how fashionable destinations may be constructed. A theoretical
framework is developed to explain the conditions necessary for a destination to be
fashionable and the actions required to create those conditions.

1.4.1. Contributions of thesis
Caldwell and Freire’s (2004) call to understand the factors which contribute to the
construction of a fashionable destination is addressed by developing the Destination
Fashion Conditioning Framework. In a practical sense, this thesis has important and
exciting implications for destination marketers. In a world where more places are being
promoted as tourist destinations, the benefits of being a fashionable destination are
likely to include higher demand, more investment, the ability to charge a price
premium, and an extended destination lifecycle (Lewis et al. 2013). By being
fashionable to some segments, a destination may by default repel unwanted segments.

1.5.

Structure of thesis

This thesis is comprised of seven chapters. Table 1.4 provides the structure of the thesis
detailing the purpose of each chapter.
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Table 1.4: Structure of thesis

Chapters

Purpose

Chapter One:
Introduction

A background of the study is provided, the need for research is established and
the research problem is introduced.

Chapter Two:
Literature Review

A review of relevant literature on the topic is presented. Literature on fashion
is discussed to explain its influence in society, to consumption, and the role of
meaning and reference groups. The relevance of fashion to tourism concepts is
explained.

Chapter Three:
Methodology

The approach taken and the methods employed in this research including the
two phased research design used to develop propositions and thereon test them
is explained and justified.

Chapter Four:
Phase One Findings

The findings of Phase One of data collection which explored practice are
discussed. Propositions are developed based on the conditions experts consider
necessary for a destination to be fashionable.

Chapter Five:
Phase Two Findings

The findings of Phase Two of data collection which employed a case study
methodology to test the propositions developed in Phase One are presented.

Chapter Six:
Theoretical Framework

This chapter presents and explains the theoretical framework developed –
labelled as the Destination Fashion Conditioning Framework.

Chapter Seven:
Conclusion

The contributions of this research to theory, method and practice are discussed.
The limitations of the study are noted and potential areas for future research
are identified.

1.6.

Conclusion

This chapter has provided a background to this study and has explained the relevance
of, and need for, this research. The concept of fashion was briefly explained and the
structure of the thesis was presented. The next chapter discusses academic literature
relevant to this study.
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Chapter Two: Literature Review
2.1.

Introduction

In Chapter One, definitions of fashion from a range of disciplines were provided. Upon
examination, it was concluded that they were deficient since they did not give enough
consideration to the importance of meaning. This shortcoming and the existence of
multiple definitions necessitated the development of a more relevant definition for the
purpose of this thesis. The following definition was proposed:

An object-orientated concept; the object being popular for consumption
within one’s reference group(s) because the meaning associated with the
object is perceived as being symbolically appropriate for a given time or
situation (Lewis et al. 2013, pp.6-7).

This definition is now deconstructed with its key components used to provide an orderly
review of academic literature relevant to the scope of this study.
Although fashion is an object-orientated concept, as an object becomes fashionable, it
does so within the social context of a community. This literature review accordingly
commences with theoretical perspectives of fashion in society. The section which
follows deals with fashion consumption and introduces and explains types of consumer
behaviour relevant to fashion. Given the importance of meaning and the role of
reference groups in fashion, these concepts are then discussed. The chapter proceeds to
explain the conceptual relevance of fashion to tourism destinations. Finally, a reflection
on the literature is provided to establish the need for this research. The structure of this
chapter is summarised in Figure 2.1.
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Literature Review
2.2: Fashion in society

2.3: Fashion and consumption

2.4: Fashion and meaning

2.5: Fashion and reference groups

2.6: Fashion and tourism destinations

2.7: Reflection on literature
2.8: Conclusion
Figure 2.1: Chapter Two structure

2.2.

Fashion and society

As a social phenomenon, research attention has been given to fashion in society with
investigations revealing academic interest as early as 1893 when Foley proposed
fashions were luxury products afforded by the upper-class. Figure 2.2 shows the
theorists and theories which are discussed in this section. These theories explain how
fashions diffuse through communication and social networks (Kawamura 2005).
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Figure 2.2: Fashion – theories and theorists

Simmel ([1904] 1957), taking a sociological perspective, explains fashions are first
adopted by those higher in social status and then trickle-down to lower socio-economic
groups. Known as the trickle-down effect of fashion, as well as the upper-class
leadership theory, this perspective of fashion diffusion proposes fashion is driven by the
influence of the competing forces of distinction and emulation. Subordinate groups
attempt to adopt status symbols of groups above them in an effort to enhance their
social status through emulation. This causes individuals higher-up in status to adopt
newer fashions to distinguish themselves from those below. Blumer (1969) described
this process as one of innovation and emulation where the elite put in effort to
distinguish themselves through temporary and distinguishing symbols while, at the
same time, the non-elite strive to emulate those symbols. An example of the trickledown process is the practice of having a crease in formal pants. According to Dichter
(1985), the practice originated with the Prince of Wales (later Kind Edward VII) whose
tailored trousers were creased during transit. The Prince, deciding the crease added to
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the aesthetics of the trouser, wore it to court causing the design to be copied and
adopted as a new style.

The trickle-down perspective of fashion was challenged by King (1969) who posits
fashions spread simultaneously across social strata. His mass-market theory suggests
mass-communication combined with mass-production makes the systematic vertical
flows of fashion redundant. Communication about a fashion, together with lower-cost
and faster production times, contributed to developing both awareness and demand.
Fashion, King (1969) argues, could diffuse across socio-economic boundaries replacing
high-fashion with mass-fashion, and enabling a trickle-across effect. Similarly, Back
(1985) points out industrial advances, which have resulted in efficient production
techniques and cheaper raw materials, have brought many clothing styles within the
reach of larger groups of people, reducing the exclusivity which previously existed.
Blumer in 1969 also proposed fashions may spread by a process of collective selection
where many new styles compete for acceptance by consumers, with those which closely
represent consumer tastes – based on social ideology, culture, and life-style of the time,
gaining social acceptance. According to Blumer (1969), collective choice is forged
through a process of interaction, leading to the selection of one model at a given time
and another at a different time.

Contrary to earlier explanations, Field (1970) suggests fashions may move up the social
status ladder from sub-cultures or lower socio-economic groups. He labelled this as the
status-float phenomenon. Sproles (1981, p.120) termed such a process as the subcultural leadership theory suggesting fashions may be initiated by sub-cultures based on
their perceived creativity and artistic excellence. The fashion then trickles-up to higher
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classes and as it broadens becomes reflective of popular culture (Stall-Meadows 2011).
Jean pants are an example of the trickle-up effect. First worn by miners and farmers
who needed sturdy functional clothing, jeans were quickly branded, marketed and
adopted by upper socio-economic groups and some, are currently sold for prices beyond
the discretionary income of farmers and coal-miners. Field (1970) reflecting on the
Negro culture and its association with slavery also suggests music, dance and speech
patterns associated with the Negro culture have moved up the status ladder, making
them good examples of the trickle-up or status float phenomenon.

Behling (1985) determined the direction of fashion diffusion – whether it trickles-up or
trickles-down, depends on the median age of the population which in turn influences
who the role models for the majority are likely to be. Crane (1999) made a similar
argument noting the direction of diffusion was influenced more by the object than
median age. She suggests the top-down model applies to luxury fashion design
companies, such as French luxury designers, while the bottom-up model affects
industrial clothing manufacturers, such as Ralph Lauren, Esprit, and Benetton.

More recently, Kaiser et al. (1995), in an effort to explain why fashions continue to
change, proposed the symbolic interaction theory of fashion. They argue the novelty
afforded by appearance-modifying commodities contributed to looks, which were both
familiar and confusing and so considered to be symbolically ambiguous. As society
attempts to process this ambiguity, it leads to rich constructions of meaning. Through a
negotiation of meaning(s), commodities previously with ambiguous meanings develop
into fashionable styles. This view is similar to Blumer’s (1969) theory of collective
selection in that if styles convey symbolic ambiguity then the meaning of those styles
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will be negotiated through social interaction, with styles which become meaningful
being adopted by a majority of consumers (Kaiser et al. 1995).

Aksan et al. (2009) suggest symbolic interaction represents the meanings which emerge
from the reciprocal interaction of individuals within a social environment. In this
environment, consumption becomes dependent on what the object represents to the
individual and others with whom they associate (Leigh & Gabel 1992). Brekke et al.
(2003) discuss the influence of symbolic interaction on consumption and propose the
meaning of the goods within the person’s community influences the satisfaction the
individual derives from it. The importance of meaning to fashion was mentioned in
Chapter One and is given attention further on in this chapter. At this point, it is noted
the theories of fashion diffusion presented in this section explain the demand-side of
fashion, discuss fashion diffusion, and describe why consumers buy fashions or follow
popular styles but they fail to explain what made the object fashionable. The next
section deals with aspects of the consumer’s role in what is the ‘rise and fall’ of
fashions and also examines types of consumption linked to fashionable products.

2.3.

Fashion and consumption

Leibenstein (1950) classifies demand as being either functional, based on qualities
inherent in the commodity itself, or non-functional, deriving from factors other than the
physical qualities of the commodity. These non-functional benefits include “external
effects on utility” and are often “speculative” and “irrational” (p.188). Leibenstein
argues utility derived is enhanced or decreased owing to the fact others are purchasing
the same commodity and proposes two types of consumer demand which he termed: the
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bandwagon effect and the snob effect. The bandwagon effect occurs when consumers
purchase an object because others are also consuming the same commodity, and
represents the desire for consumers to fit-in and conform to people with whom they
wish to be associated. The snob effect on the other hand happens where demand for a
commodity decreases in response to increased consumption throughout society. This
causes some individuals to stop using the object to differentiate themselves from the
masses.

Corneo and Jeanne (1999), argue fashions follow a lifecycle consisting of an
introductory phase, emulation, mass conformity, and an eventual decline phase. They
suggest fashion starts with a small number of individuals from a socially desirable
group. This group can be likened to positive or aspirational reference groups with
which the individual tries to associate. The role of reference groups in fashion is given
attention later in this chapter. From its group of origin, fashions spread to imitators who
follow even if the new behaviour may be more costly than the old one. Depending on
the group, this view is consistent with Simmel’s ([1904] 1957) trickle-down process as
well as Field’s (1970) theory of sub-cultural leadership, in that both propose fashions
originate within subgroups in society. A similar argument on fashion lifecycles was
recently proposed by Bhardwaj and Fairhurst (2010) who note fashion has four stages:
introduction and adoption by fashion leaders, growth and increase in public acceptance,
mass conformity and finally, decline and obsolescence. Sproles (1985) suggests fashion
diffusion occurs in six sequential phases. These are:
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1. Invention and introduction where a source creates an object which is notably different
from its predecessors,
2. Fashion leadership where a small proportion of the most fashion conscious consumers
adopt and introduce the fashion to the public,
3. Increasing social visibility wherein the fashion receives increasing endorsements from
other fashion-conscious consumers thus becoming more socially visible,
4. Conformity within and across social groups,
5. Social saturation by which the fashion object becomes overused thus setting the stage for
its decline,
6. Decline and obsolescence where new fashions are introduced as replacements for older
fashions.

This diffusion is credited to designers, journalists, editors, and advertisers (Kawamura
2005). It should be noted here fashions typically have longer life-cycles than fads. This
is shown in Figure 2.3. Fads are short-lived and “come quickly into public view,
adopted with great zeal, peak early and decline very fast” (Kotler 2003, p.330).
However, although having a longer lifecycle, Blumer (1969, p.278) proposes “a fashion,
once started, marches relentlessly to its doom; on its heels treads a new fashion destined
to the same fate; and so on ad infinitum”.

Figure 2.3: Life-cycle patterns of a fashion and a fad
(Kotler 2003)

Fashions accordingly are time-based (Robinson 1958; Reynolds 1968; Wasson 1968;
O'Cass & Frost 2002), and may therefore lose appeal over time. O’Cass and Frost
(2002) argue fashions are the outcome of a dynamic culture and are influenced by
common shifts in taste and preference. Atik and Firat (2013) note events and
happenings in the wider environment dictate what is currently perceived to be

17

fashionable. Levitt (1965) makes an important point noting fashions typically catch on
faster than other commodities and therefore have a shorter introduction or market
development phase. Some fashions, such as women’s tailored suits with a skirt line
close to the knees, may however, be regarded as “classics” and may continue to be
consumed over a long period (Wasson 1968, p.40).

Rogers’ (1962) Innovation Adoption Model – Figure 2.4 – was used by Millenson
(1985) and Beaudoin et al. (2003) to study fashion adoption. Rogers (1962) defines
diffusion as the process by which an innovation is communicated among members of a
social system. He proposed there are four factors involved in the diffusion process:

1. The innovation: an idea, practice, or object perceived as new by the individual or adopter,
2. The communication: a process by which participants develop and share knowledge,
3. The social system: a set of interrelated units which are engaged in joint problem solving
to achieve a common goal,
4. The time dimension.

Rogers’ adoption model suggests innovation adoption follows a bell-shape from the
time the innovation is introduced, to its decline. As noted by Kotler (2003), the
diffusion of fashion regardless of its epicentre in society, takes a similar trajectory to
Rogers’ (1962) innovation adoption. Aligned with Rogers’ model, Crane (1999)
explains innovators originate a fashion, opinion leaders aid dissemination, early
adopters are attracted to its exclusiveness and unique characteristics, and late adopters
unintentionally contribute to its demise by making it too popular to be distinctive.
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Figure 2.4: Innovation Adoption Model
(Rogers 1962)

More recently, Atik and Firat (2013) identified fashion adoption groups and compared
them to Rogers’ (1962) innovation adoption consumer groups. These groups were:

1. Creative Fashion Consumers: who are different from Rogers (1962) innovators since
they have a role in creating fashions even prior to the start of the adoption curve,
2. Fashion Lovers: who desire change, help interpret new fashion items and facilitate their
use by the masses, and are closer in characteristics to innovators and early adopters,
3. Fashion Concerned: who are more conservative, slower to adopt styles, and are similar
to followers in their consumption habits,
4. Fashion Uninterested: who are content purchasing styles based on non-fashion
considerations such as cost and comfort.

Atik and Firat (2013) further classify fashion lovers and fashion concerned as mass
consumers of fashion.

In academic literature, fashionable products have been associated with consumption
behaviour such as conspicuous consumption, status consumption, and cool consumption
(Lewis et al. 2013), where consumption is motivated by the object’s meaning and one’s
reference group(s). These consumption behaviours are now explained.
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2.3.1. Conspicuous consumption
Veblen ([1899] 1931) was perhaps the first to propose goods may be consumed due to
the meaning inherent in them. Having coined the term conspicuous consumption to
define consumption or purchase of products for the display of status and prestige,
Veblen ([1899] 1931, p.36) suggests:

In order to gain and hold the esteem of men, it is not sufficient merely to
possess wealth or power. The wealth or power must be put in evidence,
for esteem is awarded only on evidence.

This evidence may be through the objects purchased and consumed by the individual.
Lurie (1981) argues objects may be conspicuously consumed to display group
membership, thus indicating the reference group influence of fashion.

Leibenstein (1950) taking an economic perspective, defines Veblen’s ([1899] 1931)
theory of conspicuous consumption as a phenomenon where demand for a good
increases, as the price of the good increases. Corneo and Jeanne (1997) propose the sole
purpose of conspicuous consumption is to send a message about the individual’s wealth
and is driven by the desire not to be identified with the poor, or to be identified with the
rich. Conspicuous brands may be used to make a desired impression on others through
the brand’s symbolism (O'Cass & Frost 2002). Behling (1985) notes celebrities and
public personalities who appear on entertainment and informational media are today’s
conspicuous consumers. Such personalities may be part of an individual’s aspirational
group (Assael et al. 2007). Celebrities embody cultural meaning, including status and
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social class, which may be transferred to products through endorsement (Solomon &
Rabolt 2004).

2.3.2. Status consumption
O’Cass and McEwen (2004, p.34) define status consumption as “the behavioural
tendency to value status and acquire and consume products which provide status to the
individual”. They argue status consumption is a reflection of the consumer’s desire to
gain prestige from the acquisition of status-laden products and brands and propose
consumers of every class have the desire to consume for social status. Consumption of
status brands helps enhance one’s status relative to others within the reference group
(Rauscher 1993). Langer (1997) defines two categories of status brands: pinnacle
brands and premium brands. Pinnacle brands act as icons of excellence and symbolise
success and wealth. Premium brands, on the other hand, are perceived to be respected
and elite products. By their nature, status brands are able to command higher prices
(Eastman et al. 1999).

2.3.3. Cool consumption
Belk et al. (2010) argue the concept of cool developed out of Africa and African
populations in the United States. Cool is defined as being something that is not only
“excellent” but which also has an element of “fun” (Gloor & Cooper 2007, p.7).
Hebdige and Potter (2008) define cool consumption as a certain style of rebellious
consumption introduced by a subculture. Schor and Ford (2007) compare cool to
rebellious tendencies including anti-adult and drug themes. Similarly, Ferguson (2011)
proposes cool is often defined in opposition to the norms and values of mainstream
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culture and is found in counter cultural communities which reject conformist views.
These communities include ghetto dwellers, minorities, gangsters, homosexuals, and
other disempowered groups on the margins of society (Belk et al. 2010). Cool products
are consumed because of perceptions of individualism and being different to the norm,
which are associated with such products (Hebdige & Potter 2008). Belk et al. (2010)
argue coolness derived from consuming brands is more about fitting in with a certain
group. Consumers consume cool to be validated by a specific audience or reference
group (Belk et al. 2010). Products considered cool are therefore, segment specific
(Ferguson 2011) and act as markers for establishing boundaries for inclusion and
exclusion, helping to maintain ‘group individuality’.

An individual might appear cool based on their possessions, tastes, preferences, and
knowledge (Belk et al. 2010). Ferguson (2011) argues by consuming cool products,
individuals attempt to transfer the cool status to their identities. This is consistent with
McCracken’s (1986) Movement of Meaning Model which suggests consumers consume
products to incorporate the meaning of that product within their self-identity and social
image. Ferguson (2011) proposes such consumption is often driven by the external
environment, consisting of one’s peers and the mass media, and suggests while this
desire to appear cool constantly exists, the resources used to achieve it are dynamic and
changing.

Brands act as props central to the performance of cool (Belk et al. 2010). Rahman
(2013) found consumers perceived cool products as being fashionable to consume.
Gloor (2011), argues to be cool, objects need to be fresh and new, part of a community
and give meaning to the individual’s life. Objects become cool through the collective
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efforts of people who work to get the idea off the ground and through cool people, such
as celebrities and other public personalities, who are well respected within one’s
community (Ferguson 2011). Belk et al. (2010, p.186) also argue music, television
shows, films, magazines, tourism, and the Internet help communicate “who, what or
where is currently cool”, thus helping to diffuse cool trends.

2.3.4. Relationship between Conspicuous, Status, and Cool consumption
Although status and conspicuous consumption have similarities, there are differences.
Status consumption emphasises the personal nature of acquiring and owning status
brands, which may not always be publically displayed, while conspicuous consumption
focuses on putting wealth into evidence and displaying possessions (O'Cass & McEwen
2004). Conspicuous brands are purchased for the purpose of signalling wealth through
public display. Truong et al. (2008) found consumers perceive conspicuousness to be
different from status. They argue while the terms conspicuous and status have been
interchanged in the branding literature, they are different concepts in the consumer
behaviour literature. It is proposed cool consumption may be a form of status
consumption where the individual consumes to enhance social status relative to others.

Another term relevant to this discussion is the concept of social desirability. This relates
to the perceived approval from one’s peers in regard to a certain action (Calder &
Burnkrant 1977). Awareness that an individual’s behaviour may be observed and
interpreted by others causes the individual to manage their social image and in turn their
behaviour (Fisher & Dubé 2005). It is argued conspicuous consumption, status
consumption, and cool consumption may be a form of socially desirable consumption,
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as they all aim to communicate a certain favourable message to predetermined
spectators. In keeping with the definition of fashion provided at the beginning of this
chapter and the consequent structure of this literature review, the importance of
meaning to fashion is given attention in the next section.

2.4.

Fashion and meaning

By its very nature, for an object to be fashionable it must be known to be so. This
knowledge must be shared amongst groups of people and the general population – not
necessarily the entire population. This argument is conceptualised in Figure 2.5.

Consumer

Reference Group

General Population
Figure 2.5: Shared meaning

In line with the discussion in the previous section about conspicuous consumption,
status consumption, and cool consumption, Lurie (1981) refers to fashion consumption
as a means of communicating. As such, for communication to be effective, the sender
and receiver should share the same meaning. Evans (1989) acknowledges this claim
suggesting fashion brands communicate the same symbolism to senders and receivers,
that is, those who use the product and significant others who observe the consumption.
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Rahman (2013) similarly posits products acts as symbols which communicate between
the consumer and others encountered.

Bhat and Reddy (1998) propose products have both functional and symbolic benefits,
which can influence a customer’s perceptions and behaviour. Functional benefits relate
to the intrinsic advantages of a product, while symbolic benefits are based on extrinsic
advantages and can relate to social approval, personal expression, and outer-directed
self-esteem (Orth & de Marchi 2007). Symbolic benefits can include prestige,
exclusivity, and fashionability (Solomon 1983). Kawamura (2005, p.4) notes fashion is
a form of symbolic production where the benefit of an object being fashionable exists
only in people’s “imaginations”.

Brands contribute to the individual’s identity and convey meaning on three levels: the
broad cultural level, the group level, and finally, the individual level (O'Cass & Frost
2002). Heaney et al. (2005) argue consumers buy goods to satisfy social needs, signal
messages to members of the opposite sex, represent their self-concept, identify their
reference group(s), and symbolise accomplishment. Davis (1985) states clothing is a
visual language with its own distinctive grammar, syntax, and vocabulary. Studying the
meaning of clothing, McCracken and Roth (1989) found different ensembles of clothing
communicated different meanings.

McCracken (1986) provides the greatest emphasis on the importance of meaning to
fashion, suggesting product designers use the product’s design to convince a consumer
an object possesses a meaning. He argues meaning is transferred to the product through
advertising, popular culture, and the fashion system – defining the fashion system as an
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instrument for meaning transfer through which new styles get associated with
established cultural categories. The object is then consumed to integrate its meaning
within the individual’s self-identity and social image. McCracken’s (1986) Movement
of Meaning Model is presented in Figure 2.6. Allen et al. (2008) explaining
McCracken’s model notes there are two primary meaning making institutions. The first
is the firm whose marketing department and creative directors create and capture
meaning. The second comprises of “broad cultural production systems such as mass
media, the movie industry, writers and journalists, design agents in the fashion system,
social critics, trend-setting opinion leaders, rebellious members of fringe social groups,
and general historical events” (p.786). Kawamura (2005) argues the fashion system
constitutes all the institutions, organisations, groups, producers, events, and practices
which help construct the idea of fashion. Escalas and Bettman (2005) similarly indicate
reference groups contribute to brand meaning and note the symbolic properties of a
reference group gets associated with brands they are perceived to consume.

Figure 2.6: Movement of Meaning Model
(McCracken 1986)
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Fashion diffusion theories presented previously in this chapter indicate the object’s
association influence if it is considered fashionable. For example, Simmel’s ([1904]
1957) trickle-down theory postulates the object’s association with the upper-class
makes it fashionable to those below in social stratus, while the sub-cultural leadership
theory (Sproles 1981) indicates the object’s association with a particular sub-culture
contributes to making it fashionable. Similarly, the theories of collective selection
(Blumer 1969) and symbolic interaction (Kaiser et al. 1995) both note the meaning
associated with the object determines if it is fashionable for consumption.

The importance of meaning within the application of marketing has been recognised in
academic literature. Mick et al. (2004) suggest marketers should strategically and
continually develop and facilitate meanings which contribute positively to a brand’s
image. Marketers need to create brand personalities which appeal to the targeted
consumer segment (Schembri et al. 2010). Orth and de Marchi (2007) propose owing to
the enduring nature of symbolic beliefs, marketing dollars spent on developing brand
symbolism contribute to the long-term sustainability of the brand. de Chernatony and
McWilliam (1989) point out to develop a symbolic brand meaning, marketers need to
maintain continual promotional presence with their target market. A similar position
was adopted by Elliott and Wattanasuwan (1998) who argue advertising acts as a major
source of a brand’s symbolic meaning. Through advertising, goods continually develop
and change meaning (McCracken 1986). In fashion, Kawamura (2005) notes advertising
is a form of mass propaganda responsible for the diffusion of fashion by stimulating the
desire for the same thing at the same time. Berry (2000) proposes meaning is influenced
by the way a company presents the brand, external brand communications, and word-of-
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mouth from those who have experienced the brand. Keller (1993) suggests events and
celebrities may also be used to develop and convey the symbolic meaning of a brand.
Schemer et al. (2008) found placement in music videos can have an effect on the
brand’s meaning depending on the artist chosen and the segment being targeted. Prior to
considering the relevance of fashion to destinations, the next section discusses the role
of reference groups in fashion.

2.5.

Fashion and reference groups

Fashions are defined by reference groups. Park and Lessig (1977, p.102) conceptualise a
reference group as “an actual or imaginary individual or group conceived as having
significant relevance upon an individual’s evaluations, aspirations, or behaviour”. A
reference group guides the formation of the individual’s beliefs and attitudes (Assael et
al. 2007) and may exert either a positive influence, wherein the individual is attracted to
and conforms with the group, or a negative influence where the individual avoids both
the group and its behaviours (Solomon & Rabolt 2004).

Positive reference groups include membership groups with whom the individual has
regular interpersonal contact, aspirational groups of which the individual wishes to
become a member and indirect reference groups comprising of celebrities with whom
the individual does not interact on a face-to-face basis (Moutinho 1987). Negative
reference groups, on the other hand, include disclaimant groups of which the individual
is currently a member but does not approve of the group’s values, and avoidance groups
to which the individual does not belong and disapproves of (Moutinho 1987). Fashions
are adopted to conform to the values and norms expressed within a positive reference
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group (Crane 1999) and helps signify membership of, or aspiration to belong to a
particular group (Allen et al. 2008). The trickle-down theory (Simmel [1904] 1957)
noted previously similarly posits consumers buy products used by members of their
aspirational groups consisting of those higher in social status.

Escalas and Bettman (2005) found consumers use brands whose image matches the
reference group(s) to which they belong or aspire to, to help establish a psychological
association with that group. Consumption behaviours – conspicuous consumption,
status consumption, and cool consumption – associated with fashion similarly indicate
consumption is motivated by the desire to be associated with the individual’s positive
reference group (Lurie 1981; O'Cass & McEwen 2004; Belk et al. 2010). Tanford and
Montgomery (2014) found social media and the Internet have exacerbated the influence
of social groups on consumer attitudes and decision making, by communicating the
group’s consumption choice and behaviour on a greater scale than previously possible.

2.6.

Fashion and tourism destinations

Although studies have not specifically investigated the role of fashion in tourism, some
have referred to its relevance. Greenwood (1976) suggests tourism is an industry in
which fashion, and the desire for novelty play a major role. Corneo and Jeanne (1999)
propose the choice of holiday destination is an example of behaviour affected by
fashion. Both Morgan et al. (2002) and Caldwell and Freire (2004) argue owing to the
public nature of tourism consumption and the ability of a destination to communicate
about the visitor, destinations can act as fashion accessories. Morgan and Pritchard
(2004) note fashionable destinations typically are high in celebrity value and emotional
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pull. Wilson and Richards (2008), when studying backpackers, found they considered
fashionable destinations as undesirable but places they still needed to experience.

In the broader tourism literature there are tourism concepts which, when examined, have
some relevance to the scope of this study. These are shown in Table 2.1 and include this
author’s claim as to the relevance of each concept to fashion. These are discussed in
respective sub-sections. The purpose of this discussion is to highlight how different
facets of fashion have been studied from a tourism perspective.
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Table 2.1: Tourism concepts and relevance to fashion

Authors

Theoretical concepts

Relevance of concept to fashion

Christaller (1964)
Plog (1974)

Destination lifecycle

Destinations may be managed to be
fashionable to multiple segments at the
same time or different segments over time.
In doing so, being fashionable may help
extend a destination’s lifecycle.

Crouch & Ritchie (1999)
Dwyer & Kim (2003)

Destination competitiveness

Gilbert (1990)

Destination positioning

(sub-section 2.6.1)

(sub-section 2.6.2)

(sub-section 2.6.3)

Formica & Uysal (2006)

Destination attractiveness
(sub-section 2.6.4)

Gartner (1994)
Alhemound & Armstrong
(1996)

Destination image

Ritchie & Ritchie (1998)

Destination brands

(sub-section 2.6.5)

(sub-section 2.6.6)

Hankinson (2004a, 2004b,
2009)

Destination symbolism
(sub-section 2.6.7)

Being fashionable would enhance the
destination’s competitiveness. Assets and
processes may be managed for the
destination to be fashionable.
Destinations may be positioned as
fashionable. Fashion may be a positioning
strategy used to differentiate a destination
and make it less substitutable.
Fashionable destinations may be perceived
to be able to satisfy visitor needs more
effectively than other destinations. Being
fashionable may act as a pull factor.
Fashion is a specific image associated with
an object. A destination that is perceived to
be fashionable may be more attractive.

Destination brands communicate to relevant
stakeholders. Fashionable destination
brands may help communicate a message
about the consumer and make a fashion
statement. Being fashionable may add to the
value consumers perceive in a brand.
Being fashionable may form part of the
destination brand’s symbolism.

31

2.6.1. Destination lifecycle
Christaller (1964) recognised destinations go through a lifecycle. He notes (p.103):

The typical course of development has the following pattern. Painters
search out untouched and unusual places to paint. Step by step the place
develops as a so-called artist colony. Soon a cluster of poets follows,
kindred to the painters: then cinema people, gourmets, and the jeunesse
doree. The place becomes fashionable and the entrepreneur takes note.
The fisherman's cottage, the shelter-huts become converted into boarding
houses and hotels come on the scene. Meanwhile the painters have fled
and sought out another periphery - periphery as related to space, and
metaphorically, as 'forgotten' places and landscapes. Only the painters
with a commercial inclination who like to do well in business remain;
they capitalize on the good name of this former painter's corner and on
the gullibility of tourists. More and more townsmen choose this place,
now en vogue and advertised in the newspapers. Subsequently the
gourmets, and all those who seek real recreation, stay away. At last the
tourist agencies come with their package rate travelling parties; now, the
indulged public avoids such places. At the same time, in other places the
same cycle occurs again; more and more places come into fashion,
change their type, turn into everybody's tourist haunt.

According to Christaller’s explanation, painters discover new places which eventually
‘come into fashion’. Similar to the sub-cultural leadership theory, discussed in the first
section of this chapter, the destination becomes fashionable because of sub-cultural
groups, such as artists, and from there spreads to the masses. The explanation provided
by Christaller has relevance to this study in that a place may be fashionable to different
segments over time. This is illustrated in Figure 2.7. Christaller’s explanation, however,
appears to be oversimplified, assuming only one segment may be attracted to a
destination at a time. In reality, multiple segments may be concurrently attracted to a
destination and perceive it to be fashionable, even perhaps for different reasons.
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Figure 2.7: Destinations may be fashionable to multiple segments over time
(based on Christaller 1964)

A theory similar to Rogers’ (1962) Innovation Adoption Model was introduced to
tourism by Plog (1974) who studied visitation cycles. Plog suggested different tourist
personalities visit destinations at different stages. This is shown in Figure 2.8.

Figure 2.8: Destination lifecycle
(Plog 1974)

First, allocentrics, who exhibit similar characteristics to innovators, discover a new
destination. Allocentrics return to their home location and encourage near-allocentric
persons to visit the destination, who function as early adopters. As demand increases,
the destination develops tourist infrastructure to meet the demand from the mid-centrics.
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Eventually, although in the decline phase, the near-psychocentrics and psychocentrics
visitors, who prefer visiting destinations which are familiar and well known, arrive at
the destination.
Prior to Plog, Cohen (1972) proposed a similar classification of tourists, naming them
institutionalised and non-institutionalised. Non-institutionalised tourists consist of
explorers and drifters, who tend to value novelty, immerse themselves within the host
destination and culture, and discover new and untouched locations. The institutionalised
tourists, on the other hand, consist of organised mass-tourists and individual masstourists who prefer familiarity and tend to visit popular tourist locations. The noninstitutionalised tourists act as innovators who communicate about a destination and in
doing so attract institutionalised tourists.

Figure 2.9: Destination Brand Fashion Curve
(Morgan & Pritchard 2004)

Morgan and Pritchard (2004) introduced the Destination Brand Fashion Curve – Figure
2.9 – which illustrates the stages in the lifecycle of a destination brand’s relationship
with its consumers. They propose destination brands pass through four stages:
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1. Fashionable: where the market is small consisting of influential opinion formers and
trend setters and the place is perceived as being chic and exclusive,
2. Famous: where the destination brand’s consumers are loyal and affluent,
3. Familiar: where the destination is well known but fails to remain contemporary,
4. Fatigued: where the destination fails to attract lucrative market segments and its brand
becomes badly damaged.

They argue destination marketers need to develop tactics to refresh the brand when it
starts to feel comfortably familiar. Refreshment helps the brand remain contemporary in
the face of competition. Failure to refresh the brand ultimately results in stagnation and
brand decay. Morgan and Pritchard (2004, p.68) indicate, while fashionable, the
destination is perceived as being “chic” and “exclusive”, thus demonstrating the role of
meaning in fashion. However, on examination, some limitations in their model are
evident. First, although discussing fashionable destination brands, Morgan and Pritchard
fail to identify how the destination brand may become fashionable, which is the purpose
of this thesis. Second, Morgan and Pritchard (2004) tend to suggest destination brands,
by virtue of being new, are fashionable, which is in contrast to literature on fashion
which argues brands need to be managed to be fashionable (Sproles 1981; Caldwell &
Freire 2004). Additionally, Christaller (1964) proposes destinations are first discovered
by sub-cultural groups and then become fashionable as more people take notice and
visit, reinforcing the suggestion that new destinations are not automatically fashionable.
Third, literature defines a fashion as an object or style that is “adopted by a discernible
proportion of members of a social group” (Sproles 1979, p.5) and has a “mob-spirit”
(Kane 1923, p.269). The definition put forward in this thesis also emphasises
fashionable objects are “popular for consumption” (Lewis et al. 2013, pp.6-7). This is in
contrast to Morgan and Pritchard’s (2004) Destination Brand Fashion Curve, where a
fashionable destination is only visited by a small proportion of tourists.
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2.6.2. Destination competitiveness
Crouch and Ritchie (1999) argue destination competitiveness is influenced by the
destination’s core resources and attractions; tourism supporting factors such as
infrastructure,

accessibility,

facilitating

resources

and

enterprise;

destination

management which comprises marketing, organisation, and services; and other
qualifying factors such as location, safety and cost. Their model of destination
competitiveness was updated by Ritchie and Crouch (2000) who note the destination’s
policy, planning, and development activities, including its positioning, influence its
competitiveness. This is shown as Figure 2.10.

Figure 2.10: Destination Competitiveness and Sustainability Model
(Ritchie & Crouch 2000)
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Crouch and Ritchie (1999) proposed competitiveness is based on the destination’s assets
and processes, where assets are inherited or created, while processes relate to the
transformation of those assets into an economic benefit. The assets at the destination
and processes employed by destination marketers may contribute to it being
fashionable. In 2011, Crouch (pp.35-36) reported ten destination competitiveness
attributes in descending order of importance as being:

1.
3.
5.
7.
9.

Physiography and climate
Culture and history
Safety and security
Accessibility
Awareness

2.
4.
6.
8.
10.

Mix of activities
Tourism superstructures
Cost/value
Special events
Location

Crouch (2011, p.42) argues others, external to the destination may influence its
competitiveness through the spread of “noise” which acts as a source of information on
a place.

Literature on destination competitiveness tends to emphasise the role of the
destination’s product-based attributes as being determinants of competitiveness. For
example, Faulkner et al. (1999), while studying South Australia’s competitiveness as a
destination, noted the role played by the state’s core attractions, and argued that such
attractions have contributed to the destination’s strong competitive position. Similarly,
Kozak and Rimmington (1999) argued product related factors such as climate, ecology,
culture,

hotels,

catering,

transport,

and

entertainment

influence

destination

competitiveness. Dwyer and Kim (2003) propose a destination’s competitiveness is
affected by:
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1.
2.
3.
4.

Its natural and created resources,
The way the destination is managed by the government and industry,
Situational conditions consisting of micro and macro environmental factors,
Demand conditions comprising of destination awareness, perception, and preference.

Vengesayi (2003) argues competitiveness is based on the destination’s ability to deliver
an experience which is more satisfying than competitors. Crouch and Ritchie (1999)
similarly note for a destination to be competitive, the experience it delivers needs to be
equal or surpass that of alternative destinations. Gomezelj and Mihalic (2008) argue a
destination’s competitiveness can be substantially improved by promotion, which would
enhance awareness.

2.6.3. Destination positioning
Kotler (2003) defines positioning as the act of designing a brand’s image and value
proposition. In tourism, Ritchie and Crouch (2000) argue the destination’s positioning is
an important determinant of destination choice and note its influence on the
destination’s future development and strategic action. They argue positioning influences
supply-side decisions such as the deployment of resources and the development of new
products and experiences at the destination. In comparing the positioning of countries,
Gilbert (1990) made the distinction between commodity areas which are easily
substitutable and status areas where there are product attributes – such as special
attractions which cannot be found elsewhere, for which there is a willingness to pay
higher prices. This is shown in Figure 2.11.
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Figure 2.11: Country Positioning Map
(Gilbert 1990)

Chacko (1996) proposes objects may be positioned based on perceived attributes more
so than physical ones. He argues a place, as a brand, may choose from several different
positioning approaches:

1. Positioning by price or value: where the destination is positioned as offering the best
value,
2. Positioning with respect to use or application: where the destination is positioned based
on the reason for visiting it,
3. Positioning according to user or class of users: where positioning features the people
who should visit the destination,
4. Positioning with respect to product class: where a destination is associated with
experiences that are extraordinary and/or unique,
5. Positioning vis-à-vis the competition: where it is necessary to meet the competition headon and bring out the differences between the destinations.

Positioning a destination as fashionable may provide the destination with an advantage
compared to other destinations which are functionally similar, making it less
substitutable. This view is consistent with Buhalis (2000), who argues positioning is a
key component of developing a competitive strategy.

2.6.4. Destination attractiveness
Formica and Uysal (2006) argue destination attractiveness is a function of the
attractions available at the destination. These attractions shape the tourist’s overall
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travel experience. Vengesayi (2003) proposes the physical attributes of a destination
enhance the destination’s attractiveness. Hu and Ritchie (1993) provide a different
perspective on destination attractiveness and define it as a set of feelings, beliefs, and
opinions which an individual has about a destination’s perceived ability to satisfy their
needs. Similarly, Kim and Perdue (2011) note academic literature argues a destination’s
image has a significant influence on its attractiveness.

The concept of destination attractiveness is similar to Crompton’s (1979) pull-motives
of destination choice. Crompton identified two determinants of destination choice being
‘whether to travel’ that acts as a push-motive, and ‘where to travel’ which functions as a
pull-motive. Push-motives satisfy needs, explain the desire to go on a vacation, and the
destinations considered. They include socio-psychological motives such as a desire for
excitement, knowledge and education, relaxation, achievement, family togetherness,
escape, safety, and sightseeing (Yoon & Uysal 2005). Pull-motives explain the
destination(s) chosen and are influenced by projected and actual images of a destination
based on its social atmosphere, activities, climatic conditions, scenery, culture, lifestyle,
and the social environment (Yoon & Uysal 2005). Being perceived as fashionable may
help enhance the attractiveness of the destination and so, function as a pull-motive.

2.6.5. Destination image
Alhemoud and Armstrong (1996, p.76) define destination image as “the ideas or
conceptions held individually or collectively of the destination”. Buhalis (2000)
similarly defines destination image as a set of expectations and perceptions held by a
prospective traveller in regard to a destination. Kotler and Gertner (2004, p.42) note a
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destination’s image results from its “geography, history, proclamations, art, music,
famous citizens, and other features”. A destination’s attributes influence its image either
directly by acting as a sign for the destination (Uzzell 1984; Gartner 1986; Beerli &
Martin 2004; Tasci & Gartner 2007), or indirectly by affecting the visitors onsite
experience (Lee et

al. 2005) and consequently stimulating word-of-mouth

communication. While such communication helps enhance the individual’s social
image, it also influences the destination’s image (Beerli & Martin 2004; Kerr et al.
2012).

Gartner (1994) proposes destination image is influenced by eight main cognitive image
formation agents. These can be organised based on how strongly they can be influenced
by the destination marketer, and are:

1. Overt Induced I: consisting of traditional forms of advertising,
2. Overt Induced II: consisting of information received from tour operators, wholesalers,
and organisations which have a vested interest in the destination,
3. Covert Induced I: comprising of recognisable spokespersons, including celebrities, to
help enhance the credibility of Over Induced I image formation,
4. Covert Induced II: consisting of sources perceived to be unbiased such as travel writers,
5. Autonomous: consisting of independently produced reports, documentaries, movies, and
news articles,
6. Unsolicited Organic: consisting of information received unsolicited at formal or informal
meetings with individuals who have been to the area or believe they have knowledge of
the area,
7. Solicited Organic: comprising of information solicited from family and friends through
word-of-mouth communication,
8. Organic: based on personal visitation to the destination.

Gartner (1994) argues covert induced agents should effectively reach the intended
audience, while autonomous agents should have a high penetration within target
markets. She suggests covert induced II type of image formation is particularly useful
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for destinations with limited budgets. More recently, Tasci and Gartner (2007) proposed
there are three main destination image formation agents:

1. The supply-side of the destination consisting of promotional literature developed by the
destination and the opinions of tour operators and travel agents,
2. Independent or Autonomous sources including the general media and popular culture,
3. Demand-side or image receivers through word-of-mouth.

Tasci and Gartner’s image formation agents are similar to those McCracken (1986)
identifies as part of the fashion system as being responsible for transferring meaning to
an object. Dobni and Zinkhan (1990) argue the concept of brand image has been studied
under the guise of brand meaning. They note the underlying premise of brand image and
brand meaning literature is that consumers discriminate between brands based on their
non-physical attributes. Lindquist (2001) suggests a brand’s image summarises its
meaning and associations.

Park et al. (1986) argue image management requires the marketer to select and manage
a brand concept based on the brand’s functional, symbolic, or experiential attributes.
Noting fashion relates to the symbolic attributes of a brand, Kawamura (2005) argues
fashion is about image production. Wissinger (2009) similarly explains fashion as a
specific image which may be developed. As a form of image, and consistent with
literature on destination attractiveness, fashion may contribute towards the
attractiveness of the destination. Tasci and Kozak (2006) argue image is a central part of
a destination’s brand and contributes to its success in the market.
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2.6.6. Destination brands
Hankinson (2009) argues destination brands are similar to corporate brands in that both
communicate with stakeholders through multiple contact points and add value through
endorsement to sub-brands, which in the context of tourism would include products
made or sold at the destination. Ritchie and Ritchie (1998) note researchers have largely
studied destination branding under the guise of destination image, and define a
destination brand as:

A name, symbol, logo, word, mark, or other graphic that both identifies
and differentiates the destination; furthermore, it conveys the promise of
a memorable travel experience that is uniquely associated with the
destination; it also serves to consolidate and reinforce the recollection of
pleasurable memories of the destination experience. (p.17)

Destination brands create expectations, based on the destination’s image prior to a visit
and help reinforce the experience after. Tasci and Kozak (2006) note brands help
differentiate destinations and contribute to their identity in the market. Similarly, Gnoth
et al. (2007) argue destination brands contribute to developing a unique position,
identity, and personality, making them less substitutable. Such differentiation is
imperative in a competitive environment where “product features” are easily copied
(Kotler & Gertner 2004, p.249). Morgan et al. (2002) argue strong destination brands
have rich emotional meanings and great conversation and anticipation value for
potential tourists. Destination brands help contribute to a destination’s competitive
advantage and function as complex super-symbols containing image, affect, and
evaluations (Gnoth 2007). Hankinson (2004b) notes destination brands function as
perceptual entities, as communicators, as relationships, and as value enhancers.
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Similarly, Caldwell and Freire (2004) found visitation to cities and regions is influenced
by the destination’s ability to communicate about the consumer. It is for this reason,
they argue, fashion has relevance to such destinations and by extension to destination
branding. Being fashionable may enhance the value tourists perceive in visiting the
destination. Morgan and Pritchard (2004) propose a destination’s brand may be
developed using promotional techniques such as advertising, direct marketing, personal
selling, public relations, and through the cooperation of the destination marketing
organisation with journalists, event organisers, and film makers.

2.6.7. Destination symbolism
Symbolism has been recognised by Hankinson (2004a) as being an important part of a
destination’s brand. Dimanche and Samdahl (1994) found that, owing to the influence
of symbolism on an individual’s self-image and esteem, leisure travel may be motivated
by symbolic elements associated with the destination. Similarly, Todd (2001) found a
destination’s symbolism influenced visitation. In some cases, a tourist may place a low
value on a destination’s functional attributes, giving a higher weighting to the symbolic
value perceived (Todd 2001).

According to Hankinson (2004b), a destination’s symbolism is influenced by the
character of local residents, profile of typical visitors, and the quality of service
experiences. Ekinci and Hosany (2006) argue since tourism destinations combine
several tangible and intangible components based on attractions, histories, events, and
people associated with the place, they are rich in symbolic meaning. Given meaning is
developed through a process of socialisation, destination visitors from different
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geographical regions may place different meanings on their travel experience (Colton
1987). Christaller (1964) suggests the meaning associated with a place may influence
whether it is considered fashionable. He (p.103) argues people like to travel to a “lovely
landscape” but what is “lovely” changes overtime and differs between nations.

2.7.

Reflection on literature

Based on this review, limitations have been found in the literature. Researchers who
have theorised about fashion provide differing views which are not based on empirical
data and fail to explain how an object can become fashionable. Further, the concept of
fashion has been studied disparately under the guises of conspicuous consumption,
status consumption, and cool consumption. Although using different terminology, the
underlying premise of these studies is that consumption is motivated by the meaning the
object represents to the individual and their reference group(s). The tourism literature
mentions the influence of fashion but fails to discuss or examine it empirically. Tourism
concepts have been noted and discussed in the previous section, which, although
relevant to fashion, have not been examined from a fashion theory perspective. Despite
the reported influence of fashion in the tourism literature, academic research has not
empirically studied this phenomenon. This thesis addresses this gap by developing a
theoretical framework to understand the conditions necessary for a destination to be
fashionable and to explain how those conditions contribute to constructing a fashionable
destination. Given the World Tourism Organisation’s prediction of destinations
functioning as fashion accessories, such an understanding is important from a
destination marketing perspective and could help to enhance the destination’s
attractiveness, extend its lifecycle, and assist in developing a competitive advantage.
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2.8.

Conclusion

Guided by the definition of fashion developed in this thesis, this chapter reviewed
academic literature relevant to this study. The concept of fashion was explained, and
tourism concepts, which have relevance to fashion, were discussed. Finally, a reflection
on the literature was provided to highlight the need for this research. The next chapter
describes the methodology used.
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Chapter Three: Methodology
3.1.

Introduction

This chapter explains and justifies the methodology employed in this research.
Alvermann et al. (1996, p.116) recommend “microlevel factors” such as the objective of
the study and the research design should be noted while explaining the methodology
used in academic research. Accordingly, this chapter commences by discussing the
research objective and proceeds to explain the paradigm within which this research is
positioned and the approach taken in this study. The structure of this chapter is shown in
Figure 3.1.

Methodology
3.2: Research objective

3.3: Research paradigm

3.4: Theory development

3.5: Strategy of inquiry

3.6: Phase One: Exploratory research

3.7: Phase Two: Confirmatory research

3.8: Conclusion
Figure 3.1: Chapter Three structure
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3.2.

Research objective

As outlined in Chapters One and Two, the relevance of fashion to tourism destinations
has received little attention in academic research. Despite Caldwell and Freire’s (2004,
p.95) call to identify “which factors contribute to the construction of a fashionable
destination?”, no study has been found which responds to this. Based on the gap
identified by Caldwell and Freire and the potential theoretical and practical benefits
noted in Chapter One, this research investigated:

What conditions are necessary for a destination to be fashionable?

Careful attention has been given to the nature and consequence of this research
question. Most important is the wording ‘what conditions are necessary’. The word
necessary is very different from sufficient, deterministic, or probabilistic for instance.
The meaning and testing process of necessary conditions, is pivotal to the research
design employed and is now explained.

3.2.1. Necessary condition testing
Dul et al. (2010) explain necessary conditions, which they also refer to as critical
success factors, are factors which contribute to a desired outcome. They note a
necessary condition, exists when the independent variable X is needed for the dependent
variable Y to be possible. This is shown in the top-right quadrant of Figure 3.2. Two
important points are made here. First, the presence of the dependant variable (Y) is not
possible if the independent variable (X) is absent – the top-left quadrant of Figure 3.2.
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Second, the presence of a necessary condition (X) does not guarantee the outcome of
the (Y) dependant variable and only makes it possible.

Figure 3.2: Testing for a necessary condition
(Dul et al. 2010)

Dul and Hak’s (2008) explanation of necessary conditions, guided the approach taken in
this thesis to identify conditions necessary for a destination to be fashionable. If a
destination is fashionable (Y) but does not possess a condition (X), the condition (X) in
question is not necessary. For a condition to be necessary (X), it needs to be present at
all destinations perceived as fashionable (Y). Failing to implement a necessary
condition (X) would result in the destination not being perceived as fashionable. The
application of necessary condition testing in this study is explained later in this chapter.
The research paradigm and the approach used to develop theory are now discussed.

3.3.

Research paradigm

Based on the nature of this research, it is positioned within the interpretivist paradigm.
According to Burrell and Morgan (1979), the interpretivist paradigm perceives the
world as an emergent social process created through shared meaning, where people
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socially and symbolically construct and sustain their realities. The goal of theory
development research in the interpretivist paradigm is to generate descriptions, insights,
and explanations (Rainisto 2003). This is consistent with the objective of this thesis
which develops insights into and explains the conditions necessary for constructing a
fashionable destination. The concept of fashion, as a social phenomenon dependent on
meaning (Blumer 1969; Kaiser et al. 1995) is aligned with the principles of the
interpretivist paradigm. Interpretivist approaches employ qualitative data collection
techniques such as document analysis, interviews, and observations (Walsham 1995;
Grant & Giddings 2002; Walsham 2006). This was considered when developing the
methodology used in this study.

3.4.

Theory development

As explained in Chapter One, although some research on what makes certain objects
fashionable is available, the findings of those studies were not considered relevant to
this research because of the complexity of tourism. This argument was made by Dwyer
and Kim (2003, p.372), who note competitiveness research conducted within the
domains of management and marketing does not address the “special considerations”
relevant to tourism. Given the influence of fashion on destination choice (Christaller
1964; Greenwood 1976; Stansfield 1978; Gilbert 1990; Corneo & Jeanne 1999;
Caldwell & Freire 2004; Wilson & Richards 2008) and the gap in literature on how
fashionable destinations may be constructed (Caldwell & Freire 2004), this study
inductively develops theory to understand the conditions necessary for a destination to
be fashionable and to explain how those conditions contribute to constructing a
fashionable destination.
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3.4.1. Approach to theory development
Dul and Hak’s (2008) approach to inductive theory development has been applied in
this study. They propose “theory development consists of two main activities: (a) the
formulation of propositions and (b) testing whether they can be supported” (p.38), and
note propositions may be formulated through exploration of existing theory, exploration
of practice, or theory-building research and then tested through theory-testing research.
According to Dul and Hak (2008), the theory development process commences with a
review of academic literature to identify existing theory from which propositions can be
developed. If no propositions are found, practitioner sources are then sought to develop
propositions. Such exploration of practice is designed to identify alternative theories to
those published in scientific literature and may involve gathering information from the
general media, reading professional literature, and communicating with practitioners to
understand their experience. The rationale for this approach is that practitioners working
in the relevant industry have experience and knowledge of what works in practice. If
propositions are identified from practitioner sources, these may then be tested.
Alternatively, the researcher commences theory-building research to formulate new
propositions based on evidence empirically drawn from observing instances of the
phenomenon under investigation. Once propositions are developed, they are tested
through theory-testing research.

In this study, the lack of theory on fashion in tourism and concerns as to the
appropriateness of the broader fashion literature necessitated an exploration of practice
to develop propositions regarding conditions considered necessary for a destination to
be fashionable. These propositions were tested through theory-testing research to
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confirm if the conditions were necessary for a destination to be fashionable. Dul and
Hak (2008) propose a combination of exploration of practice and theory-testing, as used
in this study, is a more effective contribution to theory development. This, they argue, is
because theories about the object already exist “in the minds of practitioners, and these
“theories-in-use” will be discovered quite easily in exploration” (p.175). The process of
theory development adopted in this research culminated in the development of the
Destination Fashion Conditioning Framework, presented in Chapter Six of this thesis.
This framework was based on the findings generated through the exploration of practice
(Chapter Four) and theory-testing research (Chapter Five), and on a reflection of
relevant literature (undertaken in Chapter Six). The implications of Dul and Hak’s
(2008) approach to theory development for the design of this research is discussed next.

3.5.

Strategy of inquiry

Complying with Dul and Hak’s (2008) approach to theory development, a two phase
sequential approach was applied. Phase One of the study was exploratory. In-depth
interviews were used to first establish if fashion is relevant to tourism and if so, to
identify destinations perceived as fashionable and the conditions which made them
fashionable. This phase helped produce a list of fashionable destinations and
propositions regarding conditions considered necessary for a destination to be
fashionable. Phase Two involved testing the propositions using case studies of
destinations nominated as fashionable by experts in Phase One. The outcome was a set
of conditions necessary for a destination to be fashionable. The two phase research
strategy used in this study is detailed in Figure 3.3 and is discussed in the following
sections of this chapter.
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Research Question: What
Literature Review

Research Gap

conditions are necessary for a
destination to be fashionable?

Phase One: Exploratory Research
Objective: (a) Establish relevance of
fashion to tourism, (b) identify
destinations perceived as fashionable,
and (c) identify conditions which made
them fashionable.
Method: In-depth interviews with
tourism experts adopting a semistructured approach.

Phase Two: Confirmatory Research
Objective: Test propositions
developed in Phase One.
Method: Case studies of fashionable
destinations using observations, indepth interviews, and document
analysis.

Validity: Member checking process
where participants review and
corroborate findings.

Validity: Multiple methods of data
collection, chain of evidence, and
member checking of case reports.

Outcome: List of fashionable
destinations and propositions regarding
conditions considered necessary for a
destination to be fashionable.

Outcome: Set of conditions necessary
for a destination to be fashionable.

Figure 3.3: Research strategy adopted
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3.6.

Phase One: Exploratory research

Aaker et al. (2005, p.59) define exploratory research as “research that seeks insight with
little or no prior knowledge”. They propose such research helps identify relevant
variables which need to be studied. Phase One of this study centred on exploring
practice to develop propositions regarding conditions considered necessary for a
destination to be fashionable. The protocol followed is shown in Table 3.1.

Table 3.1: Protocol – Phase One of data collection

In-depth interviews with tourism experts
Objective

(a) Establish if experts agree on the relevance of fashion to tourism.
(b) Identify destinations experts perceived to be fashionable.
(c) Identify conditions experts considered made those destinations
fashionable.

Sample
composition

Tourism experts:
Destination marketers
Tourism attraction marketers
Travel agents
Travel journalists and writers
Tourism academics
Burnard’s (1991) approach to analysing interview transcripts.

Method of
analysis
Validity

The findings from this phase were reviewed by participants through a
member checking process.

Outcome

List of fashionable destinations.
Propositions regarding conditions considered necessary for a destination to
be fashionable.

3.6.1. Sampling strategy
Consistent with research aimed at exploring practice (Dul & Hak 2008), tourism
practitioners were consulted in this phase of the study. The sample comprised of
tourism experts in Australia and overseas, and consisted of destination marketers,
attraction managers, travel agents, tourism journalists, and tourism academics. This
sampling strategy helped achieve a variation in responses from diverse perspectives.
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Some of the experts interviewed in this study had multiple roles in tourism. The profile
of participants is shown in Table 3.2.

Table 3.2: Profile of tourism experts interviewed

Participant Destination Attraction
Code
Marketer
Marketer
TP01
TP02
TP03
TP04
TP05
TP06
TP07
TP08
TP09
TP10
TP11
TP12
TP13
TP14
TP15
TP16
TP17
TP18





Travel
Agent

Tourism
Journalist

Tourism
Academic
























Region of
Operation
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Australia
Indonesia
Greece
Australia
Australia
Australia
Australia
Australia
China
America
America

Enright and Newton (2004) argue experts are well acquainted with operations and
strategies within the industry which are effective. This knowledge is gained from their
own experience, through participating in industry associations, or through competitive
intelligence. Experts may also be able to identify consumer wants more effectively than
consumers themselves and so are able to provide insight into developing and designing
products. This is demonstrated in the case of Apple which has been successful in
driving market trends, rather than responding solely to market demands (Enderle 2009).
The former CEO Steve Jobs was quoted:
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It's not about pop culture, and it's not about fooling people, and it's not about
convincing people that they want something they don't. We figure out what we
want. And I think we're pretty good at having the right discipline to think
through whether a lot of other people are going to want it, too. That's what we
get paid to do… So you can't go out and ask people, you know, what the next
big [thing.] There's a great quote by Henry Ford, right. He said, 'If I'd have
asked my customers what they wanted, they would have told me "A faster
horse".' (Morris 2008)

The use of experts in this study is also justified based on literature in fashion and in
tourism. Remembering objects become fashionable based on the meaning associated
with them (Blumer 1969; Kaiser et al. 1995), literature indicates advertisements
developed by the producer contributes to the development of an object’s meaning (Vitz
& Johnston 1965; Sproles 1981; Allen et al. 2008). Sproles (1981) notes industry has a
role in coercing the direction of fashion. Kean (1997) proposes industry had a stronger
influence than consumers as change agents within the fashion system. Atik and Firat
(2013) argue marketing institutions play a large role in developing fashions and suggest
product designers are instrumental in channelling society’s direction of style. They
propose even the most visible consumers of fashion are not free in their choice and are
guided by product designers. In tourism, Hummon (1988) found the meaning consumers
associate with a destination is based on the marketing efforts of the destination
marketing organisation.

In this study, the choice of tourism experts was consistent with recommendations on
sampling in qualitative research. Sandelowski (1995) and Marshall (1996) propose in
qualitative research, sample selection should be based on the participants’ ability to
provide rich insight and understanding of a phenomenon. Sandelowski (1995) suggests
such samples should not be based on statistical representativeness but on informational
representativeness where participants are selected on personal knowledge or experience
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they are willing to share. Due to their knowledge and experience, tourism experts were
purposefully selected in this study. Experts have also been used as informants in
previous studies. Pikora et al. (2003) for example, interviewed local experts from a
cross-section of relevant disciplines while developing urban planning and transport
policies relative to physical activities such as walking and cycling. The authors aimed to
develop a list of important environmental factors which provided the foundation for
further research. In tourism, a similar approach was used by Crouch and Ritchie (1999)
who studied the factors which contributed to destination competitiveness by
interviewing CEOs of visitor bureaus and national tourism organisations. von Bergner
and Lohmann (2013) also interviewed experts as part of their exploratory study to
identify future challenges for global tourism.

Similar to von Bergner and Lohmann (2013), purposive sampling was combined with
snowball sampling in this study. This enabled the use of insider knowledge to maximize
the chance participants would be appropriate for the purpose of the research (Kemper et
al. 2003). Based on the opportunity arising from attending an international tourism
conference, tourism academics from Indonesia, Greece, China, and America were
included in the sample. The number of interviews was determined when no new
information emerged, suggesting new insights would not be gained by conducting
additional interviews (Pandit 1996; MacDougall & Fudge 2001). Eighteen interviews
were conducted.
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3.6.2. Data collection procedure
Aaker et al. (2005) argue interviews are an effective method for eliciting meaningful
responses in exploratory research. Although focus group interviews were considered,
in-depth interviews were selected for the following reasons:

1. In-depth interviews help discuss the phenomenon in greater detail and elicit a range of
beliefs (Stokes & Bergin 2006),
2. The researcher is able to influence the content of the data set through the discussion
conducted in in-depth interviews (Farmer et al. 2006),
3. In-depth interviews are suitable for research that relies on expert participants due to their
ability to avoid issues caused by group dynamics (Burgess 2006),
4. Given the sample characteristics, focus groups which rely on collecting participants in a
central location may not be feasible owing to their dispersed locations.

Due to geographic constraints, multiple formats were used to conduct the interviews. Of
the eighteen interviews, eight were conducted personally. Telephone interviews were
conducted with six participants who were not geographically accessible. Interviews
ranged from 15 minutes to 70 minutes and were audio recorded. Four interviews were
conducted via email.

Hewitt-Taylor (2001) suggests the accuracy of interview findings can be improved by
seeking validation from respondents during the interview. This, she suggests may be
achieved by summarising the participants’ points to seek confirmation as the interview
progresses. During the interviews, the researcher used confirmatory questions, where
relevant, to help summarise the comments of the participants and clarify emerging
interpretations of the participants’ views. The findings of Phase One were also
presented to participants for review and corroboration utilising a member checking
process as suggested by Decrop (2004) and Doyle (2007). Of the eighteen participants
who took part in the interviews, fifteen were involved in the member checking process,
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with the remaining no longer being contactable. Finally, the findings – propositions –
were presented at two academic conferences (the Australia and New Zealand Regional
Science Association International conference in 2012, and the Council for Australasian
University Tourism and Hospitality Education conference in 2013). A similar approach
was used by Crouch and Ritchie (1999), and is supported by Fereday and MuirCochrane (2006) who suggest presenting the findings of qualitative research at
academic conferences allows for feedback and helps enhance validity.

3.6.3. Interview format
The questions which comprised the interview schedule were used first to establish if
experts considered fashion is relevant to tourism, and then identify destinations
perceived to be fashionable and the conditions which made them fashionable. A semistructured approach was adopted and a set of questions was used as a guide to direct and
probe the respondents. The questions were provided to potential participants prior to the
interview in a Participant Information Sheet – Appendix 1. The questions being:

1. Does fashion have a role to play in the success of destinations?
2. What makes destinations fashionable?
3a. Can you name destinations that you think are fashionable?
3b. Why do you think they are fashionable?

This phase of the study was reviewed and approved by the University of Wollongong
Human Research Ethics Committee – approval number HE11/248.
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3.6.4. Data analysis
The first step of data management was processing the data. This involved transcribing
the interview recordings and cleaning the transcripts to identify and minimise
transcription errors. The second step was analysing and coding the data.

Questions 1 and 3a respectively sought to understand if fashion has a role to play in
tourism and identify destinations perceived as fashionable. Responses to question 1
were examined to ascertain if experts agreed or disagreed about the influence of fashion
on tourism. Responses to question 3a were analysed to identify destinations perceived
as fashionable. Question 2 and 3b were designed to identify the conditions, experts
considered, made a destination fashionable. The responses to these questions were
coded pursuant to Burnard’s (1991) recommendation on analysing interview data. The
process is illustrated in Figure 3.4 and contained the following five steps:

Step 1. The responses were read through and notes were made on the emerging themes
with the aim of immersing in the data,
Step 2. The responses were reread and descriptive headings were assigned to blocks of
text to denote the meaning they contained – Appendix 2,
Step 3. The list of headings developed was examined and duplicate headings were
deleted, while headings which had similar characteristics were combined as subheadings under higher-order categories. If a heading did not fit under other
higher-order categories, it was assigned as a higher-order category. These higherorder categories represented the conditions respondents considered necessary for
a destination to be fashionable,
Step 4. The interview transcripts were read through to ensure the higher-order categories
covered all aspects of the data excluding dross,
Step 5. Sections from the transcripts pertaining to the same higher-order category were
compiled together for reference while writing up the findings.

A table of codes was maintained – Appendix 3 – which included each higher-order
category and related sub-headings. Per Dul and Hak’s (2008) process for theory
development, the conditions identified were framed as necessary condition propositions.
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Read responses to
immerse in data

Frame propositions
regarding higher-order
categories (conditions)

Make
notes

Read responses to
generate headings

Reflecting on
headings

Combine headings into higherorder categories (conditions)

Reread transcripts to ensure higherorder categories (conditions) cover
all aspects of data
Figure 3.4: Data coding process
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3.7.

Phase Two: Confirmatory research

According to Dul and Hak (2008), theory testing is the second phase of theory
development. For a condition to be deemed necessary, it would have to be present at all
destinations perceived as fashionable – top-right quadrant of Figure 3.2. This phase
involved collecting evidence at destinations to establish if the propositions developed in
Phase One could be confirmed. Selected destinations from those identified as
fashionable by experts in Phase One, were studied as cases using multiple methods of
data collection. The protocol utilised for this phase of the study is summarised in Table
3.3.

Table 3.3: Protocol – Phase Two of data collection

Case studies of fashionable destinations
Objective

Test propositions developed in Phase One to identify conditions necessary
for a destination to be fashionable.

Case Selection

Destinations perceived as fashionable by tourism experts.
Multiple methods:
Document analysis
Observations
In-depth interviews
Multiple cases allowed for application of replication logic.
Multiple methods of data collection.
Member checking of case reports to improve accuracy.
Case study database and a chain of evidence were maintained.

Data collection

Validity and
Reliability

Outcome

Set of conditions necessary for a destination to be fashionable.
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3.7.1. Case study methodology
Case studies were considered relevant for theory testing, and were used for the
following reasons:

1. Woodside and Wilson (2003) propose cases should be used to describe, understand, or
predict a phenomenon of interest. This study aimed to understand the conditions
necessary for a destination to be fashionable. The phenomenon of interest being
fashionable destinations,
2. Cases are particularly effective for studying a phenomenon in its real-life context
especially when the phenomenon and the context are not clearly distinguishable (Yin
1981). In this regard, the fashionability of the destination is the phenomenon, while the
destination is the context. Studying the phenomenon and context together will help
enhance the accuracy of the findings,
3. Johnston et al. (1999) propose case studies help identify concrete evidence that is more
actionable by practitioners than statistical findings obtained through survey methodology.
Since it is anticipated the findings of this study will help destination marketers to position
their destination as fashionable, case studies appear relevant,
4. Finally, case studies have been noted as being effective for theory development
(Eisenhardt 1989; Rowley 2002) as well as for testing propositions (Dul & Hak 2008).

The limitations of the case study methodology are noted. Hodkinson and Hodkinson
(2001) argue case studies uncover too much data, which is difficult to represent in a
simple manner, and are influenced by the prejudiced ideas of the researcher. In this
study, data reduction and presentation techniques, as recommended by Miles and
Huberman (1994), were employed to manage the data collected and present it in a way
which would make it easy to understand. Further, in regard to researcher prejudice,
Flyvbjerg (2006) found the conclusions drawn from case study research often
contradicted the researcher’s preconceived views and assumptions of the phenomenon.

In this phase, multiple methods of data collection were used to ensure a comprehensive
approach was taken to study each case. Pursuant to Yin (2009), a case study database
consisting of case notes and evidence was maintained along with a chain of evidence to
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enhance the reliability of the case study methodology and be able to defend the findings.
Tactics used to enhance the reliability and validity of this phase of the research are
listed in Table 3.4. These are similar to those recommended by Rowley (2002) and used
by Sweeney and Chew (2002) when using case studies to research consumer-service
brand relationships.

Table 3.4: Tactics for reliability and validity

Test

Case study tactic

How the tactic was fulfilled

Validity

Use of multiple methods of data
collection

Combining information obtained from various
sources such as interviews, documents, and
observations.

Establish chain of evidence

Use of citations in case study report to establish
clear link between report and data in the case study
database.

Member checking

Case interview representatives reviewed the case
reports developed.

Case study database

Database consisting of case notes and evidence such
as interview recordings and notes, brochures, maps,
and photographs.

Reliability

The case study methodology has been used in tourism research by King and Prideaux
(2010) and Laing and Frost (2013) and in organisational and management studies by
Harris and Sutton (1986). Case studies have also been used successfully in doctoral
level dissertations which have identified the critical success factors of place marketing
(Rainisto 2003) and the process of managing place brands (Kerr 2009).

3.7.2. Selection of cases
Yin (2009) proposes cases should be selected based on convenience, access, and
geographic proximity. Eisenhardt (1989) argues using a minimum of four cases can
enhance the rigor of theory developed through case study research. For this reason and
the limited resources available to conduct this research, the top four Australian
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destinations nominated as fashionable by tourism experts in Phase One were selected as
cases for this phase of the study.

Using cases of fashionable destinations is consistent with the process recommended by
Hak and Dul (2009) for testing for necessary conditions. Subsequent to their 2008 work,
Hak and Dul proposed the use of an independent variable design wherein cases which
have the dependent variable are selected to identify if the independent variable is
present. This is indicated in the upper quadrants of Figure 3.5. In this study, the
independent variable consists of the set of conditions considered necessary for a
destination to be fashionable, while the dependent variable is the fashionability of the
destination. A similar recommendation to case selection was made by Braumoeller and
Goertz (2000) who propose necessary condition testing should focus on examining if
the independent variable is always present when the dependent variable occurs. Dion
(1998) suggests selecting cases based on the dependent variable enables the researcher
to use a relatively small number of cases to test an hypothesis.

Figure 3.5: Independent variable design to case selection
(Hak & Dul 2009)
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3.7.3. Data collection procedure
Case studies, based on the discretion of the researcher, typically combine multiple
methods of data collection including archives, document analysis, open and closedended interviews, and direct field observations (Yin 1992; Stake 2000). Previous
doctoral level studies have employed multiple methods of data collection while using
the case study methodology. Rainisto (2003) for example, used document analysis, and
interviews, while Kerr (2009) employed observations, document analysis, and
interviews to collect data. In the current study, observations, document analysis, and indepth interviews were selected for data collection. Each of these methods has individual
strengths which contribute to enhancing the findings of the study and the validity of the
results. Observations are based in natural not experimental conditions and so, enable the
researcher to develop a first-hand account of events and the context of those events.
Observations also facilitate the understanding of actualities and do not rely on reported
opinion or comments, helping to uncover richer and more accurate data. Documentary
evidence can be obtained unobtrusively and is produced independent to the research,
making it more objective (Johnston et al. 1999). Finally, in-depth interviews allow the
researcher to focus directly on the phenomenon of interest. The benefits of in-depth
interviews were discussed previously in this chapter. Table 3.5 summarises how the
methods of data collection were used in this study. It should be noted, despite using
three methods of data collection, evidence obtained through even one method is
sufficient to demonstrate the condition exists and confirm the proposition being tested.
Using three methods helps ensure a proposition which may not be evidenced through
one method, but still exists at the destination and could be verified through other
methods of data collection, is not, incorrectly, disconfirmed (Farmer et al. 2006).
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Table 3.5: Methods of data collection

Method

Source

Objective

Document analysis

Newspaper publications
Marketing and planning documents
Press releases
Destination websites
Travel websites

Observations

Tourism precincts

Obtain evidence which
demonstrates the condition
exists at the destination and
consequently confirm
propositions developed in Phase
One.

In-depth interviews

Destination marketers

Document analysis
Documentary evidence consisted of relevant webpages of the destination and the
destination’s marketing organisation, media releases, marketing and planning
documents, newspaper articles on the destination, and information and comments about
the destination on travel websites such as TripAdvisor and Lonely Planet.

Observations
Observations were conducted by walking around tourism precincts which were
identified through documentary analysis or recommended by employees at the visitor
information centre. This gave the researcher the opportunity for informal conversations
with individuals responsible for tourist attractions, enabling a richer understanding of
the phenomenon under investigation. Observations were documented and photographed
where appropriate – Appendix 4.

In-depth interviews
In-depth interviews were conducted with an individual at each destination who was
responsible for marketing the destination. A semi-structured approach was used and
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questions asked centred on identifying if the conditions were present at the destination.
Interviews were audio recorded to facilitate analysis.

3.7.4. Data analysis
When conducting case study research, Miles and Huberman (1994) argue analysis
should consist of data display through summarising figures and tables and, conclusion
drawing. In this study, after data collection for each case was complete, a case report
was compiled. These reports are included in Appendix 4. Individual case reports were
reviewed by respective interview participants from Phase Two to verify their accuracy.
Based on the case reports, data display figures presented in Chapter Five were
developed to summarise the evidence found in each case relative to the propositions
being tested. A similar approach was used by McLachlin (1997) when using case
studies to identify management initiatives necessary for the successful implementation
of just-in-time manufacturing. He compiled information from interviews, observations,
and questionnaires, into data summary tables to facilitate analysis. The analysis
approach employed in Phase Two of this research is illustrated in Figure 3.6.
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Case study 1

Documentary
evidence
In-depth
interviews

Case Report 1

Case study 2

Observations
Documentary
evidence
In-depth
interviews

Case Report 2

Data display figure (Chapter Five)

Case study 3

Observations

Proposition 1 - n

Documentary
evidence
In-depth
interviews

Evidence Case 1

Evidence Case 2

Evidence Case 3

Evidence Case 4

Case Report 3

Case study 4

Observations
Documentary
evidence
In-depth
interviews

Case Report 4

Observations

Figure 3.6: Approach to case study analysis

Conclusion drawing involves interpreting findings and noting regularities or patterns as
they emerge in the data (Miles & Huberman 1994). The use of fashionable destinations
as cases in this study enabled the application of replication logic to test for necessary
conditions. This implies that even if one case diverges from what is predicted, the
proposition under consideration will not be confirmed (Perry 1998). Accordingly, the
identification of a single case where the condition (X) is not present and the destination
is perceived as fashionable (Y) is sufficient to disconfirm the necessary condition
proposition (Johnston et al. 1999; Dul et al. 2010). If evidence is found at all four cases
to support a condition, it is deemed to be a necessary condition – as demonstrated by
Condition 1 and Condition 2 in the Table 3.6. However, if the condition cannot be
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evidenced in even a single case – Condition 3 and Condition 4 in Table 3.6, the
necessary condition proposition is disconfirmed.
Table 3.6: Cross-case summary table template

Case study 1 Case study 2 Case study 3 Case study 4
Condition 1
Condition 2
Condition 3
Condition 4
Condition …N

3.8.

PRESENT
PRESENT
PRESENT
PRESENT

PRESENT
PRESENT
PRESENT
ABSENT

PRESENT
PRESENT
ABSENT
ABSENT

PRESENT
PRESENT
PRESENT
PRESENT

…..

…..

…..

…..

Conclusion

This chapter discussed how the research reported in this thesis was undertaken. The
research question, paradigm, and the strategy of inquiry, including the data collection
and analysis procedure employed in the two phases of the study was explained and
justified. The following chapter presents the findings of Phase One.
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Chapter Four: Phase One Findings
4.1.

Introduction

The objective of this phase of the study was to explore practice and establish (a) if
fashion is relevant to tourism and then to identify, (b) destinations perceived as
fashionable and (c) the conditions experts considered made them fashionable. In-depth
interviews were conducted with tourism experts adopting a semi-structured approach.
The prime questions were:

1. Does fashion have a role to play in the success of destinations?
2. What makes destinations fashionable?
3a. Can you name destinations that you think are fashionable?
3b. Why do you think they are fashionable?

The outcome of this phase, per Dul and Hak’s (2008) exploration of practice, was a set
of propositions regarding conditions considered necessary for a destination to be
fashionable.

This chapter commences by reporting on the relevance of fashion to tourism (objective
a). Destinations nominated as fashionable are then presented (objective b). Questions 2
and 3b gave respondents two opportunities to put forward conditions they considered
made a destination fashionable. These conditions are then discussed. In line with the
methodology used in this phase and discussed in the previous chapter, a report on the
member checking process is provided. Finally, the conditions uncovered are formulated
and presented as necessary condition propositions. The structure of this chapter is
summarised in Figure 4.1.
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Phase One Findings
4.2: Relevance of fashion to tourism

4.3: Destinations perceived fashionable

4.4: Conditions considered necessary
4.5: Member checking

4.6: Propositions
4.7: Conclusion
Figure 4.1: Chapter Four structure

Quotations from the interviews are provided, where relevant, to support the discussion.
Walsham (2006) proposes while reporting interpretivist research, quotations help
construct vivid and sharp arguments. To maintain a chain of evidence and give an
indication of the characteristics of the participant, quotations are assigned a reference.
For example, [TP##] represents the tourism participant and the number of the interview.
Elo and Kyngas (2007, p.112) propose such “authentic citations” help improve the
trustworthiness of the analysis. Interview transcripts are not provided as part of this
thesis due to stipulations of the ethics approval received for this study, which restricted
data access to the researcher and his supervisors, and the inability to effectively deidentify the transcripts due to the nature of the interviews and the data collected.
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4.2.

Relevance of fashion to tourism

All participants agreed fashion has relevance to tourism, and contributed to destination
success. For example:

I think [fashion is] very much important I think we are talking fairly high
level here. [TP01]

I don’t know why it does. It’s more an observation that fashion has a role
and if you can position yourself so that you’re fashionable… then that
helps your overall marketing. [TP11]

Yes, definitely, and I’d certainly agree with that… so it’s critical then for
a lot of travellers, it’s not just popular, it’s got to be fashionable as well.
[TP14]

As suggested by TP11, being fashionable can be a positioning strategy. This is similar
to the stance taken in Chapter Two where it was argued fashion may be used as part of
the destination’s positioning strategy to develop an attractive image. It is worthwhile
noting TP14 differentiated between the terms fashionable and popular. This distinction
between popular and fashionable was also made by other participants. For example:

I think popular is lots of people will go there for different reasons.
Melbourne’s fashionable. You want to go there because it’s got that cool
perception. And I think popular and fashionable mean different things.
[TP04]

Just because something is popular doesn’t necessarily mean it’s
fashionable... a destination that’s popular is one that has mass appeal so
it’s one that a lot of people like to go to… Whereas you get somewhere
that’s fashionable… there has to be some sort of cachet associated with
going there. So yeah fashionable is definitely different to popular.
[TP14]
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4.3.

Destinations perceived fashionable

Participants were asked to nominate destinations in Australia and overseas they
considered fashionable. Once the destinations were identified, it was decided to focus
on Australian destinations due to the limited resources available to the researcher to
visit these destinations in Phase Two of the study. As listed in Table 4.1, Australian
destinations cited most frequently as being fashionable were Sydney, Melbourne, the
Gold Coast, and Lord Howe Island. Other Australian destinations nominated included
Port Douglas, Margaret River, Jervis Bay, Canberra, Byron Bay, Daylesford, and Lizard
Island. It is interesting to note the destinations nominated as fashionable were diverse,
ranging from metropolitan cities to remote and exclusive islands. This suggests fashion
can relate to a broad range of destinations.
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Table 4.1: Fashionable Australian destinations

Destination

Participants that nominated destination

Lord Howe Island

TP02

Lord Howe Island I’d say is a fashionable destination.

TP08

[Lord Howe] I’d say in terms of fashionability as well because
fashionability can be in the high end.

TP14

Giving an example that I know really well and it’s been very
interesting for me both personally and professionally… Are
you familiar with Lord Howe Island? …it’s only 300 visitors at
a time and it’s very beautiful… it has been very interesting to
watch that destination become fashionable.

TP04

I think the Gold Coast will always have an appeal to some
people. People still see Gold Coast as a destination you can go
to and have a good time for a weekend.

TP11

[For] Schoolies week it’s very fashionable [to go to] the Gold
Coast.

TP02

I suppose you would say Surfers (Gold Coast) because I think
that it has reinvented itself. I’m a bit of a closet fan of Surfers
Paradise but they’re always reinventing themselves.

TP06

Sydney and the like…. Barcelona, Vegas, New York, Paris,
Melbourne, and Sydney to an extent will remain destinations of
desire…

TP13

Sydney I think is fashionable because of the food and the
harbour.

TP01

…it’s trendy to go to Sydney.

TP03

Sydney is doing very [well] at the moment.

TP01

…it’s trendy to go to …. Melbourne cup… and be seen.

TP04

I think Melbourne. When you’re a Sydney person, Melbourne
is pretty fashionable place to go. Go to Melbourne for the
weekend…. [The Gold Coast is] not as fashionable as
Melbourne…. Melbourne’s fashionable...

TP05

…look at Melbourne now. It’s a lovable city and people just go
because of their perceptions of what Melbourne is…
Melbourne’s quite fashionable.

TP06

Melbourne is quite a fashionable place in a city context.

TP07

Melbourne is the other one [that is fashionable]…

TP08

I think Melbourne’s done a far better job at positioning itself
as fashionable than Sydney has…

TP13

Melbourne obviously because of the fashion, the art, and the
culture.

Gold Coast

Sydney

Melbourne
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4.4.

Conditions considered necessary

Tourism experts identified twelve conditions which they believed made a destination
fashionable. These conditions are listed in Figure 4.2 and are now discussed.

Conditions for a destination to be fashionable
-Evolving product
-Iconic attractions
-Unique attractions
-Variety of attractions
-Notable events
-Variety of events
-Visible culture
-Relevant infrastructure
-Advertisements through multiple media
-Favourable endorsements
-Endorsements reaching a large audience
-Placements reaching a large audience
Figure 4.2: Conditions identified by experts

4.4.1. Evolving product
Participants indicated having an evolving tourism product contributed to making a
destination fashionable. As demonstrated in the quotes below, this may involve
providing visitors with new experiences and ways of experiencing the destination.
Participants commented:

I’m a bit of a closet fan of Surfers Paradise… they’re always reinventing
themselves… lot of stuff’s happening. You’ll die in tourism if you don’t
move with the times. [TP02]
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A number of factors would make a destination successful. First is if they
have an offer which is consistent with the wants at the time in regard to
whether that is physical things or manmade or service based offers…
Barcelona, Vegas, New York, Paris, Melbourne and Sydney to an extent
will remain destinations of desire and want because there is something
more substantive than just celebrity. You need to reinvent yourself.
[TP06]

A good one which reinvents itself all the time is Canberra. Canberra
continuously tries to reinvent itself with flower shows, van Gogh
exhibitions, or you know something new. So even with the Australian
Museum, they’re always trying to come up with something new. [TP07]

Destinations that failed to evolve were perceived as stagnated and risk losing
fashionability. While reflecting on a destination, which has lost its fashionability, one
participant commented:

I think it’s one of those I’d say neutral tagging along; it’s not I don’t
think it’s growing - its growth rate is not great. I think a lot of it’s
because they haven’t done anything to reinvent themselves; they haven’t
done anything up there that builds on their reputation and their
destination. [TP03]

4.4.2. Iconic attractions
Participants suggested iconic attractions contributed to making a destination
fashionable. As demonstrated below, iconic attractions may be natural or manmade and
come to symbolise the destination. Participants commented:

Go to the Taj Mahal, walk on the Great Wall. These are iconic things
that are encouraging people to go travel. [TP01]

Say symbolism and I’m going to simplify this it would be Paris, French,
Eiffel Tower. India, Taj Mahal. [TP07]
77

New York did you scale the Rockefeller? Yes I did. It’s that sort of thing
as well, you went to Sydney I assume now the Harbour Bridge is an
attraction to walk, did you walk the bridge? Yes I did. [TP06]

4.4.3. Unique attractions
Participants proposed fashionable destinations have unique attractions. Some
commented:

So if you look at successful destinations they all have something which is
attractive which somebody else doesn’t have. [TP07]

…people are looking for something different and destinations do come
into fashion if there are great things, different things for people to do
there. [TP08]

When participants were asked how a destination could be made fashionable, some
noted:

Creating unique experiences. Something that hasn’t been done before is
something that’s going to get people talking. [TP08]

Would be to have something unique about it to be able to market that
stands out… Something unique and different. Something that you don’t
get anywhere else. [TP12]

Attractions or things that are unique. [TP17]
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Iconic attractions are unique to the destination. The Inca World, noted by TP04 for
example, is unique to Peru and is also an iconic attraction.

Most people who go to [Peru] want to see Inca World. The unique
attractions that can only be seen at that place. [TP04]

4.4.4. Variety of attractions
Participants noted having a variety of attractions contributed to making a destination
fashionable. They suggested the destination should have a range of attractions which
provide visitors with different experiences. Some commented:

What makes it fashionable is to have attractions, the more attractions we
have of different types. [TP07]

A diverse range of things for people to do. So in terms of tourism, like a
really broad range of products. [TP08]

New York I would say is fashionable because I guess …there’s loads to
do. [TP13]

Dubai, Romania, Costa Rica, India, Virgin Islands because of their
multiple choice offer: different sports, nature, environment, alternative
activities. [TP16]

4.4.5. Notable events
Participants indicated hosting notable events contributed to making a destination
fashionable. As demonstrated below, notable events are signature events which attract
attention and interest of the desired target market and include international events,
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events hosted in partnership with international organisations, or events featuring
international celebrities. For example:

Melbourne stole a lot of events from all over Australia. From Adelaide
they stole the Grand Prix. [TP01]

…cities they pay millions of dollars to have Formula 1 races in the city
because it then gets associated with its free marketing. If you look at how
they’ve repositioned Melbourne was with events they’ve got Formula 1
there they’ve got V8 the golf [with] Tiger Woods coming out… [TP07]

I think events are crucial, large events, even conferencing and stuff like
that you know, getting people talking about a city. I think it’s crucial.
[TP08]

Events are very important we’ve been concentrating on the general
tourism market for quite some time in the past couple of years this
council has taken the policy of promoting two events…. Just earlier this
year we got the New South Wales Waratahs to play a trial game down
here and… what it did is promote this area to the rugby fraternity.
[TP11]

Reflecting on TP11, hosting notable events therefore, does not imply only large
international events but also events which are of interest to a particular market segment.

4.4.6. Variety of events
Participants suggested hosting a variety of events contributed to making a destination
fashionable. TP03, while discussing why Sydney was fashionable noted “it’s got a lot of
events that are going on”; while, TP08 noted Sydney was fashionable because it had a
“whole range of large events”. Similarly, other participants commented:
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If you did a survey in Australia saying where would you go in Australia,
a lot of them would say Melbourne …events events events [sic] so
Melbourne Melbourne Melbourne [sic]. Conventions, convention
centres, built world-class facilities, Melbourne Melbourne Melbourne
[sic] and the experience. [TP07]

I think Melbourne’s done a far better job at it, at positioning itself as
fashionable than Sydney has and I think how they’ve gone about it [is]
through winning a whole range of large events. [TP08]

The importance of having a range of events or an “events portfolio” was also
emphasised by delegates present in the audience at the 2013 Council for Australasian
University Tourism and Hospitality Education conference, where this research was
presented.

4.4.7. Visible culture
Participants proposed fashionable destinations have a culture which is publically
manifest through art, music, cultural events, lifestyle, locals, religion, and beliefs.
Participants noted Paris is fashionable because of its culture and commented:

[Paris] has almost a cultural sort of lifeblood. [TP06]

[Paris] is considered to be quite a culturally rich destination… [TP14]

Reflecting on TP06 and TP14, Paris’ culture is often associated with its food, clothing,
lifestyle, and art, which are visible at the destination. Other participants, discussing why
they believe Melbourne and Bali were fashionable identified the public prominence of
their lifestyle, arts, food, cultural events, religion, and beliefs:
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Melbourne is pretty fashionable place to go. Go to Melbourne for the
weekend. It offers great culture, theatre, restaurants… [TP04]

Melbourne’s quite fashionable to go to and it’s about a period of 10-1520 years of marketing and changing the lifestyle there. Turning the main
ways into beautiful coffee lanes you know mysterious little bars pop up
everywhere. It’s developed into a destination for art – different culture. I
think that’s why it’s fashionable. It’s different to any other city. [TP05]

Balinese culture is what makes Bali fashionable…We leverage tourism
on our culture which is embodied in the Balinese people. Bali has many
cultural events compared to other destinations. We believe that this is a
differentiation factor for Bali. Attractions are based on our natural
beauty and culture. [TP09]

4.4.8. Relevant infrastructure
Participants noted having relevant infrastructure contributed to making a destination
fashionable. For example:

[In Paris] the public transport system absolutely works with the metro
and things like that. [TP07]

One participant, while discussing why Melbourne was more fashionable than Sydney
commented:

Their infrastructure and systems are incredibly well integrated, whereas
in Sydney, it’s not so good. [TP08]
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It was also found people may visit fashionable destinations because such destinations
would have access to amenities required:

…[tourists] go to fashionable destinations because facilities are
available, airport, hotels, bars, etcetera, and they are available because
they are fashionable. [TP10]

As noted in the quote below, having relevant infrastructure involves having supporting
infrastructure which is appropriate for the destination. Underdeveloped destinations
may not be expected to have the same level of infrastructure that would be available in
metropolitan cities:

Backpackers went to Vietnam [and] Cambodia. They went to all the
cheap and cheerful places with very little infrastructure and they could
tolerate that. [TP15]

4.4.9. Advertisements through multiple media
Participants indicated advertising using more than one type of promotional media
contributed to making a destination fashionable. Some commented:

Meaning comes from many things. Paris’ pull trade is through a culture
of billboards, advertising whatever and this is the old traditional way
destination marketers used to be able to [use] television, radio, and
print. Then all of a sudden, websites decided to come along. But now
you’ve got online 24/7. You’ve got social media. [TP01]

[Fiji has] done a lot of advertising, a lot of promotion online and in
publications in print publications and you know even on Facebook.
[TP08]
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Reflecting on TP01, it appears marketers have to advertise through multiple media in
order to effectively communicate with their target market, break through advertising
clutter and compete effectively.

4.4.10. Favourable endorsements
Participants suggested endorsements, which commend the destination, contributed to
making a destination fashionable. These include positive word-of-mouth, positive
editorial stories, endorsements by third party accreditors and favourable destination
ratings. For example:

Indonesia wasn’t seen as a place to go. It’s just developed from there.
It’s just word-of-mouth must go to Bali, must go to Bali, must go to Bali.
[TP01]

Lord Howe you’ve got World Heritage. It’s serious stuff. We go to
market thinking World Heritage so that’s legitimate. People say that
must be ‘fair dinkum’. [TP02]

The blogs have to be positive the twitters have got to be positive…
[TP03]

I think we’ve had a bit of an insurgence of backpackers coming to the
[Northern] Territory and to Darwin… So I think word-of-mouth has
really spread it quickly for the destination. Particularly now that you
know the digital arena plays such a big part with knowledge sharing.
Lonely Planet you know is something that pretty much every backpacker
or international visitor has in their back pocket or in their backpack and
they rely heavily on the information there and they’ve really got their
finger on the pulse about trends. [TP13]

84

A place can only really be fashionable if people hear about it, and they
hear about it in a favourable way so if they read about it in newspapers
and magazines or whether they hear about it from other travellers who
have been there or pick up on it in social media. [TP14]

I think it’s about how something is presented. It has to be desirable and
that’s why I think we work very well for travel magazines because stories
inspire people and get them thinking of a certain destination they have
not thought of before. [TP15]

Receive significant favourable ratings and coverage in the media.
[TP18]

Celebrities associated with the destination, by residing or visiting, may also act as
favourable endorsements. For example:

I think we are sort of caught up in a culture of celebrity. So, celebrity
pretty much equals fashion in today’s world I would have thought.
[TP06]

Keith and Nicole Kidman they actually travelled to [the Southern
Highlands] and then bought a residence here, and people go hey if it’s
sexy for them to buy a place here it must be a great place to go and see
and stay... [TP12]

4.4.11. Endorsements reaching a large audience
Participants proposed endorsements which exposed the destination to a large audience
contributed to making a destination fashionable. As illustrated in the quotes below,
endorsements by prominent celebrities, media journalists, third-party accreditors, and
consumers online have the potential to reach large audiences. Some participants
commented:
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The difference to the Oprah one was do you take advertising in
traditional areas like radio, TV, print or you do something where you
allow an ambassadors with a database and I call it a database of
followers... [TP01]

Facebook is a celebrity endorsement because you have followers. [TP01]

We got, I’d say 10 times more the amount of return in media and media
has more acceptance than advertising. I’m going to read the story in the
travel supplement of the weekend Sydney Morning Herald than I’m
gonna [sic] read an ad for you. [TP02]

[Southern Highlands has] a high concentration of whether it be media,
the government, profile people who actually reside here. [TP12]

Lonely Planet you know is something that pretty much every backpacker
or international visitor has in their back pocket or in their backpack and
they rely heavily on the information. [TP13]

4.4.12. Placements reaching a large audience
Participants noted placements in popular culture which expose the destination to a large
audience contribute to making a destination fashionable. This may be achieved by
placing the destination in movies, television shows, or music videos, which feature
prominent celebrities and artists. Participants commented:

Look at places like Acapulco you go back [to] when Elvis Presley was
singing Acapulco… Acapulco was just the place jetsetters went to.
[TP02]

It could be accidental in the sense that it was not the intention of the
authorities of the destination to make it fashionable. That is the
destination was used to film a movie that showed the beauty of the
destination to the rest of the world. [TP10]
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…so the popular media in general and I think I would extend that not just
to TV shows but to movies as well and I remember when that movie
Amélie came out set in Paris, there was this massive rush of tourism into
Paris because everyone sort of fell in love with the destination as well
because of that popular movie. And TV shows as well things like Bondi
Rescue you know people identify with it and go like wow! That looks like
a pretty beautiful place, looks pretty accessible, and everyone looks
pretty friendly and happy and even though sometimes the life savers get
into a bit of a jam, it looks like a happy and positive place and I think I’d
like to go so yeah I think popular culture and TV and movies definitely
have an impact. [TP14]

Look at when Lord of the Rings came out. New Zealand [is] a special
destination for people from all over the world but it’s considered very,
very far for a lot of people to go. But the extra incentive because they’ve
seen it on Lord of the Rings, that beautiful scenery… [TP15]

4.5. Member checking
Participants who were accessible were contacted to review the findings from Phase One.
They were asked if the findings provided an accurate representation of what contributed
to making a destination fashionable. All participants agreed with the findings of Phase
One. A participant who was a tourism academic and also served on a tourism board
commented:

It looks as a very good piece of work. I like your approach. Your setting
is very suitable…Why […] is not a fashionable tourist destination
anymore? Simply because they lack effective promotions, along the lines
you suggest. [TP10]

Another participant, who was a tourism academic suggested:

Your study is very interesting!! There is nothing I would add or change.
[TP18]
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A participant was however concerned about how public relations fitted in with the
conditions uncovered:

I would like to question traditional and social PR - where would this sit
within promotions? Would you include social media and traditional PR
under endorsements? [TP05]

The feedback from TP05 was carefully considered. It was noted each of the conditions
required actions to bring them into existence. Endorsements and placements, for
instance, were a function of public relations actions. While this research aimed to
identify the conditions necessary for a destination to be fashionable, the actions required
to bring these conditions into existence should not be overlooked and is given more
attention in Chapter Six.

4.6. Propositions
Consistent with Dul and Hak’s (2008) approach to theory development, the conditions
emerging from the interviews were framed as necessary condition propositions and are
tested in Phase Two of this study and discussed in the next chapter. The propositions
and their conceptualisations are listed in Table 4.2.
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Table 4.2: Propositions developed

Proposition

Explanation of condition

Proposition 1: An evolving product is necessary for
a destination to be fashionable.

Developing new experiences and ways of
experiencing the destination.

Proposition 2: Iconic attractions are necessary for a
destination to be fashionable.

Attractions which symbolise the destination.

Proposition 3: Unique attractions are necessary for a
destination to be fashionable.

Attractions which provide an experience not
available at any other destination.

Proposition 4: A variety of attractions are necessary
for a destination to be fashionable.

A range of attractions which provide visitors with
different experiences at the destination.

Proposition 5: Notable events are necessary for a
destination to be fashionable.

Signature events which attract attention and interest.

Proposition 6: A variety of events are necessary for a
destination to be fashionable.

A diverse range of events.

Proposition 7: A visible culture is necessary for a
destination to be fashionable.
Proposition 8: Relevant infrastructure is necessary
for a destination to be fashionable.

Culture which is publically manifest at the
destination through art, music, cultural events,
lifestyle, locals, religion, and beliefs.
Supporting infrastructure which is appropriate to and
expected at the destination.

Proposition 9: Advertising through multiple media is
necessary for a destination to be fashionable.

Advertising the destination using more than one type
of promotional media.

Proposition 10: Favourable endorsements are
necessary for a destination to be fashionable.

Endorsements which commend the destination and its
product.

Proposition 11: Endorsements reaching a large
audience are necessary for a destination to be
fashionable.
Proposition 12: Placements reaching a large
audience are necessary for a destination to be
fashionable.

Endorsements which expose the destination to a large
audience.
Placements which expose the destination to a large
audience.

4.7. Conclusion
This chapter discussed the findings from Phase One of this research. Participants
identified twelve conditions which contributed to making a destination fashionable.
These conditions were formulated into necessary condition propositions. The findings
of Phase Two of this study are discussed in the following chapter.
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Chapter Five: Phase Two Findings
5.1.

Introduction

This chapter presents the findings of Phase Two of this research which tested
propositions regarding conditions experts considered necessary for a destination to be
fashionable. Using Hak and Dul’s (2009) independent variable design, four fashionable
destinations from the list of those nominated by tourism experts were examined to
ascertain if the conditions revealed in Phase One existed at the destination. As stated
earlier, for a necessary condition proposition to be confirmed, the condition would have
to be present at all cases where the dependent variable is present (Dul et al. 2010).
Accordingly, a condition which is absent at even one fashionable destination would not
be treated as a necessary condition.

This chapter commences by providing a brief overview of the case destinations. The
findings at each case are then discussed in regard to the propositions developed in Phase
One. Following this, a cross-case summary table, similar to that presented previously as
Table 3.6, is used to summarise the findings of this phase. The structure of this chapter
is presented in Figure 5.1.
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Phase Two Findings
5.2: Case destinations

5.3: Propositions

5.4: Summary of findings
5.5: Conclusion
Figure 5.1: Chapter Five structure

5.2.

Case destinations

The City of Sydney, City of Melbourne, Gold Coast City, and Lord Howe Island were
the cases studied in this research. Sydney and Melbourne are state capitals, while the
Gold Coast is a collection of coastal towns, with Surfers Paradise and Broadbeach being
prominent. Lord Howe is a remote island, ten kilometres long and two kilometres wide,
located 700 kilometres north-east of Sydney.

All destinations had a higher proportion of domestic visitors than international. The
purpose of travel to these destinations varied. Sydney and Melbourne for instance
attracted visitors for leisure, business, and to visit friends and family. Travel to the Gold
Coast and Lord Howe was primarily for leisure, with Lord Howe being a prominent
environmental tourism destination. Unlike other destinations included in this study,
Lord Howe restricts visitation to 400 visitors at a time. Details on the characteristics of
each case are provided in Appendix 4.

91

5.3.

Propositions

The twelve conditions revealed in Phase One are summarised in Table 5.1. Each
proposition is discussed in the following sections using data display figures, as noted in
the methodology, to summarise evidence from each case. It was not the objective, nor
considered necessary, to provide a complete account of how each condition was present
at each case to substantiate the propositions. For example, notable events listed in this
research may not be a complete account of the notable events hosted at the destination.
The information presented in this chapter is supported by the contents of Appendix 4.

Table 5.1: Necessary condition propositions for a fashionable destination
An evolving product.
Proposition 1
Iconic attractions.
Proposition 2
Unique attractions.
Proposition 3
A variety of attractions.
Proposition 4
Notable events.
Proposition 5
A variety of events.
Proposition 6
A visible culture.
Proposition 7
Relevant infrastructure.
Proposition 8
Advertising through multiple media.
Proposition 9
Proposition 10 Favourable endorsements.
Proposition 11 Endorsements reaching a large audience.
Proposition 12 Placements reaching a large audience.

5.3.1. Proposition 1: Evolving product
All case destinations offered new products and ways of experiencing the destination.
Sydney, Melbourne, and the Gold Coast, hosted new exhibits at their museums and
galleries, hosted events themed differently each year, and regularly commissioned new
street art and street performances. Lord Howe was interesting in this regard. Due to the
reliance of the island on its natural environment and the island’s status as a national
park and World Heritage Site, the island’s ability to develop new products is restricted.
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Notwithstanding, Lord Howe offers new ways to experience the island by providing
iPads at the museum, developing new activities, and inviting different performers each
year to the island’s Rock Fest. Figure 5.2 summarises evidence found at each
destination.

Proposition 1: An evolving product is necessary for a destination to be fashionable.
Sydney:
-New exhibits at museums and galleries
-Events themed differently each year
-Development of new infrastructure and
maintenance of existing infrastructure

Melbourne:
-New exhibits at museums and galleries
-New street art
-Events themed differently each year
-Development of new infrastructure and
maintenance of existing infrastructure

Gold Coast:
-New exhibits at museums and galleries
-Events themed differently each year
-Development of new infrastructure and
maintenance of existing infrastructure

Lord Howe Island:
-New activities such as free diving
-Different performers at Rock Fest each year
-New ways to experience the island’s history
using iPads to display photographs and
videos

Figure 5.2: Evolving product

5.3.2. Proposition 2: Iconic attractions
All case destinations had iconic attractions which symbolised the destination. In
Sydney, this included Sydney Harbour, Sydney Harbour Bridge, Sydney Harbour
Bridge climb, and the Sydney Opera House. Melbourne’s iconic attractions included
Federation Square, Flinders Street Station, the Melbourne Cricket Ground, and Eureka
Skydeck 88. The theme parks, beaches, SkyPoint Observation Deck and the SkyPoint
Observation Deck climb are iconic to the Gold Coast, as is Surfers Paradise – being one
of its main tourist precincts. For Lord Howe, Ball’s Pyramid, Mt Gower, climbing Mt
Gower, and Ned’s Beach are iconic, with Mt Gower featuring on the island’s flag.
Figure 5.3 provides examples which support this proposition.

93

Proposition 2: Iconic attractions are necessary for a destination to be fashionable.
Sydney:
-Sydney Opera House
-Sydney Harbour Bridge
-Sydney Harbour Bridge climb
-Sydney Harbour

Melbourne:
-Federation Square
-Federation Bells
-Royal Exhibition Building
-Flinders Street Station
-Queen Victoria Markets
-Melbourne Cricket Ground
-Cobblestone laneways and street art
-Crown Entertainment Complex
-Eureka Skydeck 88

Gold Coast:
-SkyPoint Observation Deck
-SkyPoint Observation Deck climb
-Surfers Paradise
-Theme parks
-Beaches

Lord Howe Island:
-Mount Gower
-Mount Gower climb
-Providence Petrel bird watching
-Ball’s Pyramid
-Southern-most coral reef
-Ned’s Beach
Figure 5.3: Iconic attractions

5.3.3. Proposition 3: Unique attractions
All case destinations had attractions which provided an experience not available at any
other destination. In Sydney this included the Sydney Harbour, Sydney Harbour Bridge,
Sydney Harbour Bridge climb, and the Sydney Opera House. The Hyde Park Barracks
which reflects the city’s colonial history is also unique to Sydney. For Melbourne, the
Federation Bells, the cobblestone laneways, street art, Eureka Skydeck 88 – the highest
observation deck in the southern-hemisphere and the Old Melbourne Gaol were unique
to the city. For the Gold Coast, the combination of hinterland, theme parks,
entertainment, and beaches provided a unique experience. Gold Coast is the only city in
Australia with a concentration of theme parks, some being the largest in the Southern
Hemisphere. Finally, Lord Howe was home to unique attractions like the southern-most
coral reef, the only known breeding place for the Providence Petrel, and Ball’s Pyramid
which is the world’s tallest sea stack. Due to the exclusivity in visitation to the island,
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the island itself provides a unique experience. Figure 5.4 lists exemplars of unique
attractions at each destination.

Proposition 3: Unique attractions are necessary for a destination to be fashionable.
Sydney:
-Opera House
-Harbour Bridge
-Climbing the Sydney Harbour Bridge
-Hyde Park Barracks
Gold Coast:
-Mix of theme parks, beaches, hinterlands,
and entertainment
-SkyPoint Observation Deck
-SkyPoint Observation Deck climb
-Dreamworld –Australia’s largest theme park
-Wet ‘n’ Wild Water World –Australia’s
largest water theme park

Melbourne:
-Federation Bells
-Eureka Skydeck 88
-Melbourne Cricket Ground
-Cobblestone Laneways and Street Art
-Old Melbourne Gaol
Lord Howe Island:
-Providence Petrel
-Southern-most coral reef
-Ball’s Pyramid

Figure 5.4: Unique attractions

5.3.4. Proposition 4: Variety of attractions
Case destinations had a variety of attractions. In Sydney, Melbourne, and the Gold
Coast, this includes historic, iconic, and unique attractions, as well as a diverse range of
tours and leisure activities. Despite its niche appeal, Lord Howe has different kinds of
natural attractions and provides visitors with different ways to experience its natural
environment. Figure 5.5 illustrates the range of attractions available at each destination.
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Proposition 4: A variety of attractions are necessary for a destination to be
fashionable.
Sydney:
-Range of tours: historic tours, walking tours,
bus tours, ghost tours, and sea plane
-Cruises and boating in the Sydney Harbour
-Art and creative arts: theatre and music
-Shopping and markets
-Range of historic and iconic attractions
-Cafes and restaurants
-Adventure based activities: jet boating and
climbing the Sydney Harbour Bridge
Gold Coast:
-Theme parks
-Beaches
-Entertainment: nightlife, restaurants, and
cafés
-Shopping and markets
-Hinterland natural attractions
-Adventure based activities: jet boating and
climbing the SkyPoint Observation Deck
-Range of historic and iconic attractions

Melbourne:
-Shopping and markets
-Variety of tours: historic tours, walking
tours, bus tours, and ghost tours
-Art and creative arts: theatre and music
-Cafes and restaurants
-Range of historic and iconic attractions

Lord Howe Island:
-Range of environmental tours: bird
watching, coral, and marine life tours
-Hiking
-Cycling
-Scuba diving and snorkelling
-Restaurants and cafés
-Art gallery
-Range of natural attractions: beaches,
mountains, and reefs

Figure 5.5: Variety of attractions

5.3.5. Proposition 5: Notable events
All case destinations hosted signature events. Examples of these are listed in Figure 5.6.
Of particular interest is Lord Howe Island. The island’s environmental events are of
significance to environmental tourists and consequently attract those segments. These
events include the breeding, nesting, and hatching of the various bird species during the
year and the flowering of various plant species during the summer months, some of
which are exclusively found on the island. Additionally, during the observations on
Lord Howe, informal conversations indicated tourists visited the island specifically to
attend events such as the Jazz Program.
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Proposition 5: Notable events are necessary for a destination to be fashionable.
Sydney:
-Sydney Festival
-Sydney Film Festival
-Sydney Mardi Gras
-Chinese New Year Festival
-Sydney New Year’s Eve
-Art and About Sydney

Melbourne:
-Melbourne Music Week
-Moomba Festival
-Melbourne Spring Fashion Week
-Australian Open Tennis
-Australian Football League Grand Final
-Melbourne Cup
-Formula 1 Australian Grand Prix

Gold Coast:
-Big Day Out
-Celebrate Gold Coast
-Australian Uni Games
-Mudgeeraba Show
-Schoolies week
-Australian Surf Life Saving Carnival
-Gold Coast 600
-Quiksilver and Roxy Pro
-Gold Coast Airport Marathon

Lord Howe Island:
-LHI Golf Open
-LHI Rock Fest
-Art Trail
-Pinetrees Jazz Program
-Environmental events

Figure 5.6: Notable events

5.3.6. Proposition 6: Variety of events
Case destinations hosted a diverse range of events. Sydney’s events were based around
lifestyle, literature, art, music, food, and its ethnic culture. Melbourne’s events were
based on music, clothing fashion, sports, food and wine, and literature. The Gold Coast
hosted events around music, sports, and literature; while Lord Howe’s events were
themed around music, art, sport, and the environment. Figure 5.7 illustrates the range of
events hosted at each case destination.
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Proposition 6: A variety of events are necessary for a destination to be fashionable.
Sydney:
-Sydney Festival
-Sydney Film Festival
-Sydney Mardi Gras
-Chinese New Year Festival
-Sydney New Year’s Eve
-Art and About Sydney
-Sydney Writers’ Festival
-Biennale of Sydney
-Yabun Festival
-ARTS Festival
-Vogue Fashion Night Out
Gold Coast:
-Big Day Out
-Celebrate Gold Coast
-Australian Uni Games
-Mudgeeraba Show
-Schoolies week
-Australian Surf Life Saving Carnival
-Gold Coast 600
-Quiksilver and Roxy Pro
-Gold Coast Airport Marathon
-Women’s Health and Wellbeing Expo
-Heritage Expo and Fair
-Somerset Celebration of Literature
-Ladies Masters Golf

Melbourne:
-Melbourne Music Week
-Moomba Festival
-Melbourne Spring Fashion Week
-Australian Open Tennis
-Australian Football League Grand Final
-Melbourne Cup
-Formula 1 Australian Grand Prix
-T20 International Cricket
-Melbourne Food and Wine Festival
-International Comedy Festival
-Melbourne Jazz Festival
-Australian International Motor Show
-Writers’ Festival
-Music Week
-Knowledge Week
-Boxing Day Test (cricket)
Lord Howe Island:
-LHI Golf Open
-LHI Rock Fest
-Art Trail
-Pinetrees Jazz Program
-Environmental events

Figure 5.7: Variety of events

5.3.7. Proposition 7: Visible culture
All cases had a culture which was publically manifest at the destination. Sydney’s
culture was evidenced through art, music, theatre, cultural events, multi-ethnic
communities, and the different personalities of its inner suburbs. Melbourne’s culture is
comprised of its friendly locals, restaurants and cafés, art, theatre, cultural events, the
ethnic cultural precincts, and music. The Gold Coast’s culture is encapsulated in its
beach and surf lifestyle, art, and events. Lord Howe’s culture is based predominantly on
its island community lifestyle, art, and music. Figure 5.8 summarises evidence on the
cultural components visible at each case destination.
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Proposition 7: A visible culture is necessary for a destination to be fashionable.
Sydney:
-Art: street art installations and galleries
-Live music on street and at venues
-Theatre performances
-Events: Mardi Gras and Chinese New Year
-Aboriginal culture and events
-Inner suburbs with different cultures such as
Chinatown, Surry Hills, and Newtown
-Multi-ethnic resident communities
Gold Coast:
-Holiday lifestyle
-Beach and surf culture
-Art: street art installations, galleries
-Events: Somerset Celebration of Literature,
Big Day Out, and Tastes of Gold Coast
Festival
-Live music on street and at venues

Melbourne:
-Restaurants and cafés
-Clothing fashion
-Art: laneways, galleries, and public art
installations
-Theatre performances
-Events: Cultural diversity week, music
festivals, and knowledge week
-Three ethnic cultural precincts
-Live music on street and at venues
-Multi-ethnic resident communities
-Friendly residents
Lord Howe Island:
-Island lifestyle
-Island community culture
-Art events
-Live music at venues
-Friendly residents

Figure 5.8: Visible culture

5.3.8. Proposition 8: Relevant infrastructure
Case destinations had supporting infrastructure appropriate to and expected at the
destination. In addition to public transport options, all case destinations provided
cycling and walking paths for visitors as well as a diverse range of catering and
accommodation services. Of particular interest was Lord Howe. Being an environmental
tourism destination, the island does not have cell phone coverage and Internet access is
erratic. Compared to the other case destinations, Lord Howe had a limited range of
restaurants, accommodation providers, and public transport options. Informal
conversations with visitors indicated these limitations add to the experience expected at
a remote island destination. Figure 5.9 lists some of the main infrastructure components
available at the destinations.
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Proposition 8: Relevant infrastructure is necessary for a destination to be fashionable.
Sydney:
-Range of restaurants, cafés, and bars
-Range of accommodation providers
-Range of public transport options
-Cycle ways and walk paths

Gold Coast:
-Range of restaurants, cafés, and bars
-Range of accommodation providers
-Range of public transport options
-Public exercise equipment
-Cycle ways and walk paths

Melbourne:
-Range of restaurants, cafés, and bars
-Range of accommodation providers
-Range of public transport options
-Cycle ways and walk paths

Lord Howe Island:
-Three general stores
-Small range of restaurants
-No cell phone coverage
-Walking and cycling is the main form of
transport

Figure 5.9: Relevant infrastructure

5.3.9. Proposition 9: Advertising through multiple media
Case destinations were advertised through more than one type of promotional media.
All cases used social media to engage with visitors and build interest in the destination
by hosting competitions and encouraging followers to share pictures of the destination.
Figure 5.10 lists examples of the advertising media used by the case destinations.

Proposition 9: Advertisements through multiple media are necessary for a destination
to be fashionable.
Sydney:
-Television
-Outdoor billboards
-Print
-Online on high traffic websites
-Social media

Melbourne:
-Television
-Online on high traffic websites
-Print
-Radio
-Social media

Gold Coast:
-Television
-Print
-Radio
-Online on high traffic websites
-Social media

Lord Howe Island:
-Print
-Online on high traffic websites
-Social Media

Figure 5.10: Advertising through multiple media
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5.3.10. Proposition 10: Favourable endorsements
All cases received endorsements which commend the destination. The destinations had
attractions listed by the United Nations Educational, Scientific and Cultural
Organization (UNESCO) as World Heritage Sites. Sydney featured on several Lonely
Planet top ten lists, and had received positive reviews from TripAdvisor and celebrities
including Oprah Winfrey. Melbourne has been endorsed by Low Carbon Australia, the
Economist Intelligence Unit, Green Flag, and Lonely Planet. The Old Melbourne Gaol
was also noted as being the best heritage attraction in Australia. The Gold Coast has
received endorsements from TripAdvisor and the National Surf Reserve. Initially, the
Gold Coast developed into a tourist destination when the Governor of Queensland, Sir
Anthony Musgrave, built his holiday home near Southport in 1885. Lord Howe has
received endorsements from the Sydney Morning Herald, National Geographic,
celebrity chef Pete Evans, and travel expert and television personality Lee Abbamonte –
who is also the youngest person to travel to every country. Figure 5.11 illustrates the
favourable endorsements received by each case destination.
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Proposition 10: Favourable endorsements are necessary for a destination to be
fashionable.
Sydney:
-Best destination in Australia
-Fifteenth best destination in the world
-Top ten gay friendly destinations
-Ten best things to climb – Harbour Bridge
-Top ten destinations with kids
-Top ten cities with brilliant beaches
-Lonely Planet: City which defined our age
-UNESCO World Heritage listed attractions:
Hyde Park Barracks, Opera House, and
Cockatoo Island
-Oprah Winfrey’s positive comments

Gold Coast:
-National Surf Reserve listing
-Four of top ten beaches in Australia
-Best beach in Australia –Burleigh Heads
-Sixth best destination in Australia
-Restaurants noted as preferred playground
for international celebrities, sporting legends
and business kingpins
-UNESCO World Heritage listed attractions:
Lamington National Park and Springbrook
National Park
-Governor of Queensland Sir Anthony
Musgrave’s holiday home

Melbourne:
-Carbon neutral certification
-World’s Most Liveable City
-UNESCO City of Literature
-Royal Exhibition Building is a UNESCO
World Heritage listed attraction.
-Australian leadership in sustainability
-Fourth best student city in the world
-Old Melbourne Gaol - best heritage
attraction in Australia
-Top ten best public art installations in the
world – Federation Bells
-One of three best destinations in the world
for street art
-One of nine iconic sporting events in the
world – Australian Football League Grand
Final
-Second best destination in Australia
-Fourth best destination in the South Pacific
region
Lord Howe Island:
-The island is a UNESCO World Heritage
Site
-Cleanest beach in Australia 2005
-Top ten places to visit in Australia in 2013
-Top ten island destinations in the world
-Comments by Lee Abbamonte and Pete
Evans

Figure 5.11: Favourable endorsements

5.3.11. Proposition 11: Endorsements reaching a large audience
All cases had endorsements which would expose the destination to a large audience.
This included endorsements either from celebrities, TripAdvisor, Lonely Planet,
UNESCO or other prominent sources. Table 5.12 provides exemplars.
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Proposition 11: Endorsements reaching a large audience are necessary for a
destination to be fashionable.
Sydney:
-UNESCO
-TripAdvisor listings
-Celebrities associated with destination:
Oprah Winfrey, Ellen DeGeneres, Miranda
Kerr, Hugh Jackman, and Delta Goodrem
-Lonely Planet listings
-National Geographic

Melbourne:
-UNESCO
-TripAdvisor listings
-Celebrities associated with destination: John
Farnham, Oprah Winfrey, and Ellen
DeGeneres
-Lonely Planet Listings
-Economic Intelligence Unit

Gold Coast:
-National Surf Reserve
-UNESCO
-TripAdvisor listings
-Celebrities associated with destination:
Daryl Braithwaite and Patrick Dempsey.

Lord Howe Island:
-UNESCO
-National Geographic
-Sydney Morning Herald
-Lonely Planet
-TripAdvisor listings
-Australian Clean Beach Challenge
-Lee Abbamonte
-Pete Evans

Figure 5.12: Endorsements reaching a large audience

5.3.12. Proposition 12: Placements reaching a large audience
All case destinations were placed in movies and television shows. Lord Howe was
interesting in this regard. Although the destination has not been included as extensively
in mainstream popular culture compared to the other cases, the island has featured in
environmental documentaries. This selection of placements is consistent with the
island’s reputation as an environmental destination. Figure 5.13 lists some of the movies
and TV shows in which case destinations were placed.
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Proposition 12: Placements reaching a large audience are necessary for a destination
to be fashionable.
Sydney:
-Packed to the Rafters
-Rake (season 1 and 2)
-Underbelly (season 2, 3 and 4)
-Rescue Special Ops
-Home and Away
-A Few Best Men (2011)
-Griff the Invisible (2010)
-Not Suitable for Children (2012)
-Burning Man (2011)
-The Sapphires (2012)
-The Eye of the Storm (2011)
-Goddess (2013)
-Candy (2006)
-The Wolverine (2013)
-The Great Gatsby (2013)
-From Sydney with Love (2012)
-Mao’s Last Dancer (2009)
-Superman Returns (2006)
-Mission Impossible 2 (2000)
-The Matrix Trilogy (1999, 2001 and 2003)

Melbourne:
-Neighbours
-Kath & Kim
-The Secret Life of Us
-SeaChange
-RocKwiz
-The Story of the Kelly Gang (1906)
-The Man from Snowy River (1982)
-The Castle (1997)
-Animal Kingdom (2010)
-Crackerjack (2002)
-Death in Brunswick (1991)
-Ned Kelly (2003)
-Big Mamma's Boy (2011)
-Mad Max (1979)
-Salam Namaste (2005)
-Charlotte's Web (2006)
-Ghost Rider (2007)
-Where the Wild Things Are (2009)

Gold Coast:
-Terra Nova
-Reef Doctors
-The Strip
-Sea Patrol
-Big Brother Australia
-Kokoda: 39th Battalion (2006)
-Mental (2012)
-Scooby Doo (2002)
-See No Evil (2006)
-Aquamarine (2006)
-Shankar Dada Zindabad (2007)
-Singh is King (2008)
-The Ruins (2008)
-The Chronicles of Narnia: The Voyage of
the Dawn Trader (2010)
-Iron Sky (2012)

Lord Howe Island:
-Living Room (2013)
-ABC’s Australia's Remote Islands
-An Indecent Obsession (1985)
-David Attenborough: The Life of Birds
(1998)
-The Ships that Flew (1974)
-Lord Howe: Paradise Unchanged (2006)

Figure 5.13: Placements reaching a large audience
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5.4.

Summary of findings

Based on the cases studied, evidence was found to confirm all propositions. Table 5.2
summarises the findings from this phase.

Proposition

Table 5.2: Cross-case summary table
Sydney
Melbourne

Gold Coast

Lord Howe

Proposition 1: An evolving product is
necessary for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 2: Iconic attractions are necessary
for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 3: Unique attractions are
necessary for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 4: A variety of attractions are
necessary for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 5: Notable events are necessary
for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 6: A variety of events are
necessary for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 7: A visible culture is necessary
for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 8: Relevant infrastructure is
necessary for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 9: Advertising through multiple
media is necessary for a destination to be
fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 10: Favourable endorsements are
necessary for a destination to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 11: Endorsements reaching a
large audience are necessary for a destination
to be fashionable.

PRESENT

PRESENT

PRESENT

PRESENT

Proposition 12: Placements reaching a large
audience are necessary for a destination to be
fashionable.

PRESENT

PRESENT

PRESENT

PRESENT
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5.5.

Conclusion

This chapter presented the findings from Phase Two of the research. Evidence was
found to confirm all propositions developed in Phase One. The following chapter
explains the theoretical framework developed.
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Chapter Six: Theoretical Framework
6.1.

Introduction

In Chapter One, definitions of fashion were reviewed and in view of shortcomings
identified, the following definition was developed:

An object-orientated concept, the object being popular for consumption
within one’s reference group(s) because the meaning associated with the
object is perceived as being symbolically appropriate for a given time or
situation (Lewis et al. 2013, pp.6-7).

Central to this definition is the significance of meaning. Lurie (1981), Solomon (1983),
and McCracken (1988) note the importance of meaning to fashion. Even theories of
fashion diffusion suggest the product’s associations contribute to making it fashionable
or unfashionable (Field 1970; Sproles 1981; Simmel [1904] 1957). Accordingly, an
object may have a meaning as a ‘mere object’, possibly based on its functional benefits,
or have a meaning as a ‘fashionable object’. At some point, and in some way, there is a
transition from being perceived as a mere object to a fashionable object. As proposed in
this thesis, certain conditions are necessary for an object to be fashionable. Prior to
discussing this further, the objective of this thesis is restated.

This thesis was motivated by Caldwell and Freire’s (2004, p.59) call for research to
identify “which factors contribute to the construction of a fashionable destination?”.
Reflecting on the findings of this thesis and the definition of fashion developed, two
points are made in regard to Caldwell and Freire’s call. First, the set of necessary
conditions uncovered in this research, presented in the preceding chapter, represents a
response to the first component of Caldwell and Freire’s call, that is, to identify “which
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factors”. Second, while the focus of this research has been on identifying the factors,
termed herein as necessary conditions, the theorisation of these findings is influenced
by the latter half of their call relating to the “construction of a fashionable destination”.
Accordingly, in the context of the definition of fashion provided, “construction” may
arguably relate to managing the meaning of the object, or, in this case, the destination.
Accordingly it is posited, fashionable objects are constructed through the management
of meaning. This meaning comes to exist in the minds of the consumers – tourists – and
their reference group(s).

Fashion literature, discussed in Chapter Two, explains fashion as a form of
communication (Davis 1985). Kawamura (2005) notes fashion theories explain how
fashions diffuse through communication and social networks. Lurie (1981) similarly
defines fashion consumption as a means of communicating. This communication may
be to indicate membership, or to distinguish oneself from a particular group, as in the
case of the Simmel’s ([1904] 1957) trickle-down theory. King’s mass-market theory
(1969) notes the role of mass-communication in fashion diffusion, while the theory of
collective selection (Blumer 1969) and the symbolic interaction theory of fashion
(Kaiser et al. 1995) note the role of social communication in defining the meaning of
the object. Communication appears imperative to the reference group influence of
fashion, in that, it helps transfer meaning and establish the individual’s and group’s
identity (Crane 1999). Further, literature such as Stewart (1966), McCracken (1986),
Kawamura (2005), and Allen et al. (2008) explain the influence of communication and
media in constructing a meaning for the object. This meaning, as posited in the
definition of fashion put forward in this thesis, is paramount to the development of
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fashion. Reflecting on literature and in view of the findings in this research, it is argued,
the necessary conditions communicate a message, resulting in the conditioning of a
meaning for the destination. The conditions identified are therefore positioned in the
context of communication theory.

This chapter culminates in the development of the Destination Fashion Conditioning
Framework which is presented at the end of this chapter. To achieve this, the next
section explains the communication theory used as a guiding framework for the
theorisation of the findings. The influence of the conditions identified, as sources of
communication, is then discussed to explain how they help construct a fashionable
meaning. Thereon, through reflection on the findings and relevant literature, the supplyside action implications of this research are conceptualised to identify what actions need
to be performed by the destination marketer. The structure of this chapter is presented in
Figure 6.1.

Theoretical Framework
6.2: Communication theory

6.3: Communication and a fashionable
destination meaning

6.4: Supply-side action implications

6.5: Destination Fashion Conditioning
Framework

6.6: Conclusion
Figure 6.1: Chapter Six structure
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6.2.

Communication theory

Armstrong (1971) explains communication acts as a sign to signify meaning and notes
the purpose of communication is to influence the beliefs and perceptions of a particular
audience. In the corporate communication literature, Balmer and Gray (1999) identify
three sources of communications – primary, secondary and tertiary communication –
which contribute to establishing a corporate image or reputation. Their model is
presented as Figure 6.2. Consistent with Balmer and Gray’s position that corporate
image or corporate reputation can lead to competitive advantage, it is proposed the
image of a fashionable destination can result in the creation of a competitive advantage.

Figure 6.2: Corporate Identity-Corporate Communications Process Model
(Balmer & Gray1999)
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Kavaratzis (2004) adapted Balmer and Gray’s (1999) Corporate Identity–Corporate
Communications Process Model to the context of place marketing. He argues a city’s
image may be managed through primary communication based on the city’s product,
secondary communication such as advertising and promotions, and tertiary
communication through sources not controlled by the marketer including word-ofmouth, and independent journalistic and popular media. This is illustrated in Figure 6.3.
Similarly, Trueman et al. (2004) classify primary and secondary communication as
official corporate communication, and tertiary communication as being unofficial.

Figure 6.3: City Image Communication Model
(Kavaratzis 2004)

The arguments and findings of this thesis bear similarities to Kavaratzis (2004). First, it
is proposed communication plays a role in developing a fashionable meaning.
Kavaratzis similarly notes communication influences the city’s image. In Chapter Two,
fashion was argued to be a specific image the marketer may develop. Second, the
conditions uncovered in this research are consistent with Kavaratzis’ adaptation of
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Balmer and Gray’s (1999) three types of communication. Owing to its focus on place
marketing, Kavaratzis (2004) was used to guide the classification of the conditions
uncovered as sources of communication. The role of ‘conditions as communication’ in
the context of constructing a fashionable destination meaning is given attention in the
next section.

6.3.

Communication and a fashionable destination meaning

The conditions in this research perform a communicative function helping the
destination to develop a fashionable meaning. As sources of communication, the
conditions are presented in Figure 6.4 and their influence on constructing a fashionable
meaning for a destination is now explained.

Communication
Primary Communication
-Evolving product
-Iconic attractions
-Unique attractions
-Variety of attractions
-Notable events
-Variety of events
-Visible culture
-Relevant infrastructure

Secondary Communication
-Advertisements through multiple media

Tertiary Communication
-Favourable endorsements
-Endorsements reaching a large audience
-Placements reaching a large audience

Destination

Fashionable Destination
Figure 6.4: Conditions as communication
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6.3.1. Primary communication
Primary communication according to Kavaratzis (2004, p.67) relates to “the
communicative effect of the city’s actions when communication is not the main goal”.
In place marketing, primary communication includes the product component of the
place, and aspects such as urban design, architecture, public art, events, culture, and
infrastructure. This approach is aligned to tourism where Brooker and Burgess (2008)
identify the tourism product as the goods and services, such as accommodation, food
and beverages, attractions, arts, entertainment, and culture, which influence the visitor’s
experience.

In this research, some conditions related to the tourism product – attractions, events,
culture, and infrastructure. These conditions were classified as primary communication
as their existence, in and of itself, communicates a message about the destination
although communicating is not their primary function. The influence of a product’s
design and features on its meaning or image has been noted in academic literature.
McCracken (1986) argues product designers, as part of the fashion system, may use the
product’s design and features to convince consumers a product possesses a certain
meaning. Wissinger (2009) similarly, while studying fashion models proposed aesthetic
labour contributes to developing a fashionable image for the model, and conceptualises
aesthetic labour as actions related to the model’s product, which, like tourism, appears
to be multifaceted, consisting of their lifestyle, body, and physical appearance.

6.3.2. Secondary communication
Kavaratzis (2004, p.68) defines secondary communication as “formal intentional
communication” through marketing practices such as advertising and public relations.
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This study found for a destination to be fashionable, it was necessary to advertise
through multiple media. Elliott and Wattanasuwan (1998) suggest advertising acts as a
major source of a brand’s meaning. McCracken (1986) notes the visual and verbal cues
in advertisements act as a form of communication, helping to transfer meaning to the
consumer good. In the context of this work, secondary communication helps present the
destination using visual and verbal cues, and in doing so, associates a meaning with it.

6.3.3. Tertiary communication
Tertiary communication was defined by Kavaratzis (2004) as communication which is
beyond the marketers’ control. Such communication may include word-of-mouth and
communication by independent journalistic or popular media sources. Conditions
related to endorsements and placements in popular culture were accordingly classified
as tertiary communication. The level of control the marketer may exert over these
sources is given attention further on in this chapter.

Tertiary communication within the context of this thesis may perform three functions.
First, communicate about the superiority of the destination’s product through positive
endorsements, second, display the destination’s product and generate awareness through
placements, and third, communicate a meaning about a destination based on the source
of endorsements and placements to a large audience. McCracken (1986) notes the
influence of endorsements from fashion journalists, social observers, opinion leaders,
and celebrities on an object’s meaning. These sources, he argues, act as gatekeepers of
information and help contribute to meaning through consumption or association with
the object. McCracken however, fails to recognise the role of product placements as an
instrument of meaning transfer. Beeton (2006) and Schemer et al. (2008) argue
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placements in popular culture can act as a source of meaning for a destination based on
the source and context of those placements. Gilbert (2007) similarly, while studying
how smoking became fashionable for young Australian women, found movies,
television shows, and fashion shows contributed to associating smoking with a
fashionable image. By reaching a large audience, endorsements and placements would
send a message to both desired and undesired target markets, having what Park et al.
(1986) define as a market shielding effect, helping to make the destination exclusive.

Consistent with Kavaratzis’ (2004) conceptualisation of tertiary communication, the
tertiary communication factors identified in this thesis could help both develop and
reinforce the message communicated by the other two ‘more controllable’ types of
communication. Because of the perceived independence associated with tertiary
communication, it may be more effective at communicating about the destination than
secondary communication. Gartner (1994) argues endorsements from spokespersons
and celebrities help enhance the credibility of the destination’s advertising efforts.

6.3.4. Fashionable destination
While primary communication communicates a message based on the design of the
tourism product, secondary and tertiary communication communicate about the tourism
product and associates it with meaning based on visual or verbal cues, sources of the
endorsements, and the movies and music videos within which the destination is placed.
Together, primary, secondary, and tertiary communication help construct a meaning for
the destination, which is shared between the consumer, members of relevant reference
groups, and the general population. This meaning of the object may be fashionable in
some reference groups and unfashionable within others. Armstrong (1971) notes the
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meaning developed through communication is dependent on the interpretation of the
audience. This is consistent with the definition of fashion developed in this thesis,
which suggests the meaning of the object makes it appropriate for consumption within a
particular reference group. This meaning may function as, what Crompton (1979) terms,
pull-motives influencing the decision of ‘where to travel’ for those belonging to, or
aspiring to a particular group.

6.4.

Supply-side action implications

Per Caldwell and Freire’s (2004, p.59) call for research to identify factors which
contribute to the “construction” of a fashionable destination, this thesis took a supplyside perspective to uncover conditions necessary for a destination to be fashionable.
Being necessary conditions, the conditions identified need to exist at the destination, to
make it possible for the destination to be fashionable. The presence of these conditions
acts as a source of communication, helping the destination to construct a meaning that is
fashionable.

Destinations attempting to be positioned as fashionable would need to implement
actions to bring the conditions uncovered in this research into existence. Arguably, it is
not only factors which contribute to the construction of a fashionable destination as
noted by Caldwell and Freire (2004), but factors and the actions associated with
realising them, which together help construct a fashionable destination. Upon
examination of the findings of this research and relevant literature, it was noted the
destination marketer needs to manage the destination by implementing actions, herein
labelled planning, developing, promoting, and soliciting. These actions are illustrated in
Figure 6.5 and are consistent with Wissinger (2009) who found certain actions need to
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be performed by fashion models to develop a fashionable image. Wissinger noted the
importance of developing the model’s product through aesthetic labour, such as
exercise and personal grooming, and promoting the product to those influential in the
fashion modelling industry through entrepreneurial labour and immaterial labour.
Entrepreneurial and immaterial labour, by requiring the model to network with others in
the industry, may contribute to soliciting positive word-of-mouth and employment –
which, in the fashion model’s case, acts as a form of placement.

Planning

Ongoing

Actions

Communication outcomes

Developing

Primary Communication

Promoting

Secondary Communication

Soliciting

Tertiary Communication

Figure 6.5: Supply-side actions

Reflecting on this thesis’ definition of fashion, for an object to be fashionable, its
meaning needs to be appropriate for that point in time. To extend the destination’s
lifecycle as a fashionable destination, the actions of planning, developing, promoting,
and soliciting, has to be ongoing for a destination to first construct and then maintain a
fashionable meaning. This can help extend the destination’s lifecycle, achieve the status
of what Wasson (1968, p.40) notes as a classic, and avoid brand fatigue or stagnation as
noted by Morgan and Pritchard (2004). Wissinger (2009) similarly notes fashion models
need to continuously perform aesthetic, entrepreneurial, and immaterial labour, to create
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and retain a fashionable image. The actions of planning, developing, promoting, and
soliciting are now explained.

6.4.1. Planning
Although destinations that are currently fashionable may not have planned to be so, this
thesis argues destinations may proactively position themselves as fashionable.
Accordingly, planning is noted as the first step in constructing a fashionable destination
meaning. Baker and Cameron (2008) propose destination planning is a critical success
factor in destination marketing. Dwyer and Kim (2003) similarly recognise the
importance of planning in developing a competitive advantage. They argue destinations
should establish a vision, which, in this context of this work would be ‘being perceived
as fashionable’, and use it to guide destination management.

Planning requires consideration of to whom the destination aims to be fashionable, what
message they want to communicate to that group, and the partnerships required to
implement the conditions identified in this research. Buhalis (2000) proposes
destinations should organise their assets based on the demand needs of market segments
– reference group(s) – being targeted. In the context of this work, this may involve
adapting the tourism product to suit the conditions identified in this research based on
the interests of the desired target market. These groups may be selected based on
attractions existing at the destination, or based on the group’s interests and
characteristics, including their spending ability. Kotler et al. (1980) make a similar point
noting brands should select target markets based on the brand’s ability to serve a
particular segment and the attractiveness of those segments based on their size and
potential profitability. Such an approach would help position the destination according
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to user or class of users as noted by Chacko (1996), helping to leverage the reference
group influence of fashion.

Baker and Cameron (2008) argue the action of planning should consider the
partnerships between organisations required to realise the destination’s vision. To
position their destination as fashionable, destination marketers may need to work in
unison with service providers who have the potential to influence visitors’ experience at
the destination and other relevant external organisations. This point is elaborated upon
in the following discussion. Evans et al. (1995) additionally note planning should
consider risks such as overcrowding, environmental deterioration, visitor safety and
security, seasonality problems, and cultural sensitivity issues. As pointed out earlier in
this thesis, being fashionable does not equate to mass appeal. The destination may be
positioned as fashionable for a niche segment, thus alleviating the risks identified by
Evans et al. (1995).

6.4.2. Developing
The action of developing requires the destination to develop products, which match the
conditions identified, communicate a desired message, and are of interest to the target
market. Christaller (1964) notes different kinds of tourism products may attract different
visitor segments to a destination. The tourism product however, is often beyond the
direct influence of the destination marketer and may be controlled by tourism operators,
tourism service providers, and local governments. Smith (1988) similarly notes tourism
is an aggregate of independent businesses who provide goods or services to facilitate
business, pleasure, and leisure activities. Accordingly, developing may require the
destination marketer to collaborate with the various service providers, who influence the
119

tourist’s experience at the destination, and institutions to organise financial and capital
resources which may be required. The vision established in the planning phase may help
foster common business goals and serve as a basis for communication between service
providers (Evans et al. 1995).

The destination marketer may develop new products based on the conditions uncovered
in this study or manage existing products to satisfy those conditions. The latter, being
relevant where attractions, events, culture, and infrastructure exist, but not to the level
required to be fashionable. In such cases, secondary and tertiary communication may be
employed to position the attractions as iconic and display the events and culture of the
destination.

Developing a variety of attractions, a range of events, and different ways to experience
the destination’s culture may help attract visitors with different interests and possibly
from different segments at the same time. Dwyer and Kim (2003) similarly note a
diversified tourism product helps attract different market segments. Arguably, even if
the destination aims to attract a specific segment, members of that segment may have
different interests. The action of developing may also be used to develop products,
which attract new segments overtime or to keep up with the interests of selected target
markets.

6.4.3. Promoting
Promoting, in the context of this thesis, involves advertising the destination using more
than one type of promotional media. The selection of advertising media should be
dependent on the market segment the destination aims to reach. The choice of
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advertising media may be limited by the funding available to the destination marketer.
In this regard, social media may be used as part of the destination’s promotion
campaign. Hays et al. (2013) found destinations were increasingly adopting social
media because of its low cost and large reach.

Given the control of the destination marketer on promoting the destination, they may
manage the message being communicated by modifying the visual and verbal cues in
the advertisement to position the destination as fashionable to new target markets or
maintain its fashionability over time. McCracken (1986) similarly argues through
advertisements, goods continually give up old meanings and take on new meanings.
Percy and Rosenbaum-Elliott (2012) advocate the development of a customer profile as
part of the brand advertising process. Such profiles may help the destination marketer
associate the destination with certain groups, helping to position the destination as
fashionable within desired reference groups.

6.4.4. Soliciting
This study argues the destination marketer may proactively solicit endorsements and
placements in popular culture which would help communicate a desired message to a
particular target market. This is in contrast to both Kavaratzis (2004) and Tasci and
Gartner (2007), who note the influence of independent media, popular culture, and
endorsements – which Kavaratzis classifies as tertiary communication – on a
destination’s/city’s image and define them as being beyond the control of the marketer.

Soliciting could involve organising media familiarisation trips for travel journalists and
prominent travel bloggers, submitting applications for accreditation by third-parties
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such as the United Nations Educational, Scientific and Cultural Organization, inviting
celebrities to visit the destination, and facilitating and inviting the production of music
videos or movies at the destination. Kerr et al. (2012) note destinations may also
facilitate word-of-mouth endorsements by providing visitors with photo opportunities
and artefacts to display and brag about their experience.

The sources of endorsements and placements sought should be of relevance to the
desired target market and help communicate the intended message. Corneo and Jeanne
(1999) propose media should use the language of the desired market to increase the
consumption generated by them. This would have the effect of appealing to desired
groups, while demarketing the destination to undesired segments. Endorsements and
placements may be reviewed to keep up with changing interests and position the
destination as fashionable over longer periods and may also be managed to attract new
target markets over time.

Soliciting may be particularly useful for destinations that lack funding to promote
themselves. Gartner (1994) argues covert induced types of image formation, consisting
of endorsements from travel journalists and other unbiased sources, are particularly
useful for destinations with limited budgets. He emphasises destinations with limited
financial resources should focus on developing their product and encourage
communication through sources such as word-of-mouth which are not funded by the
marketer.
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6.5.

Destination Fashion Conditioning Framework

Kerr et al. (2012, p.6) conceptualise conditioning as “building a belief” through
communication. As has been argued, for the conditions uncovered in this study to
communicate a message, they need to be present at the destination. Conditioning
therefore, in this context, does not only include communication but also the actions
required to make communication possible and exerts, what Baron and Kenny (1986)
define as, a mediating influence on constructing a fashionable meaning for a destination.

The Destination Fashion Conditioning Framework, presented in Figure 6.6, combines
how the conditions as sources of communication contribute to constructing a
fashionable meaning, with what supply-side actions are required to facilitate the
creation of those conditions. Crouch and Ritchie (1999) note a destination’s
competitiveness is based on its assets and processes. In the context of this work, it is
noted, assets relate to the sources of communication uncovered in this thesis, as they
may be inherited or created, while the processes relate to conditioning, which helps to
transform those assets into an economic benefit.
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Conditioning
Actions

Communication
Primary Communication

Planning

Ongoing

Developing

Promoting

-Evolving product
-Iconic attractions
-Unique attractions
-Variety of attractions
-Notable events
-Variety of events
-Visible culture
-Relevant infrastructure

Secondary Communication
-Advertisements through multiple media

Tertiary Communication
Soliciting

-Favourable endorsements
-Endorsements reaching a large audience
-Placements reaching a large audience

Fashionable
Destination

Destination

Figure 6.6: Destination Fashion Conditioning Framework
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6.6.

Conclusion

This chapter presented the framework developed from the findings of this research in
line with relevant academic literature and the definition of fashion developed in this
thesis. The next chapter, being the final chapter, discusses the contributions and
limitations of this research and makes recommendations for future work.
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Chapter Seven: Conclusion
7.1.

Introduction

The previous chapter presented and discussed the theoretical framework developed in
this thesis. This chapter, being the final chapter, notes the contributions of this research
to theory, methods, and practice. The limitations of this study are identified, and an
agenda is provided for future work. The structure of this chapter is illustrated in Figure
7.1. First however, an overview of this research is provided.

Conclusion
7.2: Overview of research

7.3: Contributions

7.4: Limitations
7.5: Future research

7.6: Final comments
Figure 7.1: Chapter Seven structure

7.2.

Overview of research

This research commenced by developing a definition of fashion owing to the limitations
of current definitions in considering the role of meaning. Based on Caldwell and
Freire’s (2004) call for research to identify factors which contribute to constructing a
fashionable destination, this study examined “What conditions are necessary for a
destination to be fashionable?”. Such an understanding would benefit the practices of
destination branding and be useful to differentiate a destination as competition among
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destinations increases. A supply-side orientation was favoured based on literature such
as Sproles (1981) and Atik and Firat (2013) who acknowledge the influence of
producers on making products fashionable and the role of industry in directing fashion.
Heeding Dwyer and Kim’s (2003) advice on the risks of applying findings from other
disciplines to tourism, an inductive approach was taken to develop theory to understand
the conditions necessary for a destination to be fashionable and to explain how those
conditions contribute to constructing a fashionable destination. Following Dul and
Hak’s (2008) recommendations on theory development, a two phase research process
was implemented, first to explore practice and develop propositions on conditions
experts considered necessary and then, to test those propositions.

Phase One of this research was exploratory and employed in-depth interviews with
tourism experts to establish if fashion was relevant to tourism, and then to identify
destinations perceived as fashionable and the conditions which made them fashionable.
The findings indicated fashion contributes to destination success and revealed a set of
twelve conditions which tourism experts considered necessary for a destination to be
fashionable. These conditions were formulated into necessary condition propositions.
Phase Two of this research was confirmatory and tested the propositions developed in
Phase One using a case study methodology. Four fashionable destinations, from the list
of those nominated by tourism experts, were used as cases to identify if the conditions
existed at those destinations. Evidence was found to confirm all twelve propositions
developed in Phase One.

The theorisation of the findings of this research was guided by the definition of fashion
developed and relevant literature. Consequently, the Destination Fashion Conditioning
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Framework was developed. The framework proposes the conditions uncovered in this
research perform as sources of communication and identifies supply-side actions –
planning, developing, promoting and soliciting – which need to be performed as part of
conditioning a meaning for the destination. These actions were noted to be ongoing for
the destination to first construct and thereon maintain a fashionable meaning over time.

7.3.

Contributions

This research makes contributions to theory, methods, and practice. These are now
discussed.

7.3.1. Theoretical contributions
The theoretical contributions of this thesis represent a response to Blumer’s (1969,
p.290) call to give fashion “the attention and study which it deserves”. First, this
research puts forward a new definition of fashion. Existing definitions of fashion were
noted to be deficient, in that, they did not recognise the importance of meaning.
Meaning is an imperative part of fashion due to the symbolic nature of fashion
consumption (Solomon 1983). McCracken (1988) similarly referred to the fashion
system as consisting of all individuals and organisations responsible for creating
meaning and associating it with the object. Even the theories of fashion diffusion note
the object’s associations dictate if it is fashionable or not (Field 1970; Sproles 1981;
Simmel [1904] 1957). Accordingly, the definition developed in this thesis argues the
object’s meaning makes it fashionable to a particular reference group, and
conceptualises fashion as an academic concept independent of contexts such as clothing
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and accessories. This definition may be applied by other researchers to study the
influence of fashion within different contexts.

Second, the findings of this study add empirical support to literature which alludes to
the relevance of fashion to tourism (Christaller 1964; Greenwood 1976; Stansfield
1978; Corneo & Jeanne 1999; Caldwell & Freire 2004; Morgan & Pritchard 2004;
Wilson & Richards 2008). This study represents the first attempt to empirically apply
the concept of fashion to destinations. The study found fashion has relevance to the
success of tourism destinations and noted specific conditions which are necessary for a
destination to be fashionable. By uncovering these conditions, this thesis addresses the
gap in research identified by Caldwell and Freire (2004).

Third, the Destination Fashion Conditioning Framework is a significant theoretical
contribution. Developed from the findings of this research in line with the definition of
fashion put forward in this thesis and relevant literature, the framework postulates the
conditions identified in this study act as sources of communication, making it possible
to construct a fashionable meaning. This indicates being fashionable is not just
accidental and a destination can be managed to be fashionable to a desired group.

Fourth, this thesis integrates concepts from disciplines including marketing,
communication, home economics, tourism, and sociology to provide a comprehensive
review of existing literature on fashion and explain how fashionable destinations may
be constructed. This research builds on and extends communication theory by first
applying Balmer and Gray (1999) and Kavaratzis (2004) to the field of fashion and
tourism, second, extrapolating the elements of primary, secondary, and tertiary
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communication which contribute to developing a fashionable destination meaning, and
third, identifying the relevant supply-side implications. Further, by combining the fields
of fashion and tourism, this study contributes to knowledge on destination
competitiveness by proposing another approach destination marketers may use to be
competitive.

7.3.2. Methodological contributions
This thesis applied Dul and Hak’s (2008) process of exploration of practice to develop
necessary condition propositions in Phase One. Evidence was found in Phase Two to
confirm all propositions. This demonstrates the effectiveness of exploration of practice
to develop propositions, indicating the reliability of experts’ knowledge and experience
as a source of information while studying phenomenon in business research.

To the author’s knowledge, this study is the first to apply Dul and Hak’s (2008)
approach to necessary condition testing within a complex environment such as tourism.
The methodology employed in this thesis demonstrates how necessary conditions may
be tested using different methods of data collection as part of the case study
methodology. Future research may apply the process used in this thesis while studying
necessary conditions in other complex phenomena or to understand the conditions
necessary for different objects to be fashionable.

7.3.3. Practical contributions
The Destination Fashion Conditioning Framework, may be used as a ‘how to’ guide for
destinations aiming to be positioned as fashionable. Destinations may use the
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framework to position themselves as fashionable within a particular holiday category,
such as, a fashionable beach destination or a fashionable ski destination. Destinations
may also apply the framework to be fashionable to a particular reference group at a
point in time, be fashionable to multiple groups at a point in time, or be fashionable to
different groups over time. The actions of developing, promoting, and soliciting and, by
extension, the conditions uncovered in this research, may be adapted to suit the
reference group(s) the destination aims to attract. Tourism destinations can use the
framework as part of their segmentation and targeting strategy to position the
destination as fashionable to a desired segment, while also allowing them to de-market
the destination within undesirable groups. Destinations may implement the Destination
Fashion Conditioning Framework as part of their differentiation strategy. Evans et al.
(1995) note a differentiation strategy helps gain a premium price based on intangible
factors, including marketing, or the design and image of the destination. Accordingly,
the framework may help design a destination and differentiate it by constructing a
fashionable image. The framework therefore complements existing destination
marketing practices and is not a tool to be used in isolation.

Two points should be remembered when highlighting the practicalities and concerns of
being a fashionable destination. First, being fashionable does not equate to mass appeal.
Destinations may be managed to be fashionable for niche groups. This may be
particularly relevant for destinations that are geographically restrained in size or those
based on a fragile ecosystem. Second, being fashionable does not mean the destination
will become a ‘has been’. As argued in this work, the actions of planning, developing,
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promoting, and soliciting can be ongoing to construct and then maintain a fashionable
destination meaning overtime.

Potential exists to apply the framework developed to position attractions within a
destination as fashionable. Further, within the context of place marketing, the
Destination Fashion Conditioning Framework may be applied to make the place
fashionable for residents, business development, and head-office locations. Trueman et
al. (2004) argue the destination’s image can influence the inward investments attracted.
Noting the influence of fashion on different aspects of human life (Atik & Firat 2013),
the Destination Fashion Conditioning Framework may be adapted as a Fashion
Conditioning Framework to suit the general practice of marketing. This may even be
relevant for social marketers aiming to change behaviour, who could adapt the
framework to make desired behaviours fashionable.

7.4.

Limitations

The limitations of this work are acknowledged. First, only Australian cases were
studied. This is conceded to be a limitation as the study aimed to develop a set of
conditions which may be applied by any destination aiming to be positioned as
fashionable. Second, other conditions not extrapolated in this research may moderate
the influence of communication on constructing a fashionable destination meaning.
These unidentified conditions include those which may contribute to the destination
being unfashionable and additional conditions which may be necessary but were not
identified in this research. Dul et al. (2010) while discussing necessary conditions claim
it is rare that all necessary conditions are known in business research.
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7.5.

Future research

In this study, the conditions revealed in Phase One were tested to identify if a necessary
relationship existed between the condition and the outcome of being perceived as a
fashionable destination. Future research may test the conditions to identify if a stronger
relationship, such as a sufficient, probabilistic, or deterministic relationship exists. The
conditions uncovered in this research may also be tested using an action research
approach with researchers and practitioners working together to implement the
Destination Fashion Conditioning Framework.

Research may adopt a demand-side perspective to test the influence of the conditions
identified on the consumer’s attitude towards destinations. Studies could also explore
the conditions which contribute to making a destination unfashionable. Knowing both
the conditions necessary to be fashionable and those that make a place unfashionable,
may help construct a fashionable destination meaning more effectively.

Future research can replicate this work in a non-Australian context. It is conceivable
that this may identify additional necessary conditions and develop a better
conceptualisation of the conditions uncovered in this work. The action of planning, as it
relates to being a fashionable destination, may also be explored further by studying the
strategies and processes implemented by fashionable destinations.
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7.6.

Final comments

This thesis has provided the opportunity to investigate a topic for which I have a
passion. I hope the knowledge gained will encourage researchers to further investigate
the role of fashion in different aspects of tourism, and within the broader area of
business and consumer research. This work shares knowledge with academics and
practitioners with the aim of contributing to the process of constructing fashionable
destinations.
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Appendix 2: Phase One – Developing codes from the data
This appendix demonstrates how codes emerged from the data. Combined with the
notes made during the interviews, transcripts were numbered and read with the aim of
immersing in the data. Transcripts were reread and descriptive headings were assigned
to blocks of text, excluding dross. Table A2.1 illustrates this process by noting the
relevant blocks of text and the headings assigned, from interview transcript TP01.
Table A2.1: Example of coding

Page

Quote

Assigned headings

2

Adelaide with its food and wine culture.

-Food and wine culture

2

…a culture of billboards, advertising whatever and this is the
old traditional way.

-Billboard advertising
-Traditional advertising
media

3

It’s an opportunity to use [Oprah’s] database of fans to present
Australia in a different way of being seen. The difference to the
Oprah one was do you take advertising in traditional areas like
radio, TV, print or you do something where you allow an
ambassadors with a database and I call it a database of
followers that database that you may not get to understand
what Australia is about.

-Celebrities with large
database of followers

5

What’s the fashionable part about it social media is helping
with that because places like social media through Facebook,
TripAdvisor all those things, the non-traditional style of things
is actually making things change faster.

-Social media consumer
word-of-mouth
-TripAdvisor ratings

5-6

Yeah so does the movie being made the movie Matrix. So does
the movie being made here. What are the things that expose you
to the non-advertising marketing places that will give you a
selective buying from a number of areas that is the challenge
now for destination marketers.

-International movie filmed at
destination

7

Meaning comes from many things. Paris’ pull trade is through
a culture of billboards, advertising whatever and this is the old
traditional way destination marketers used to be able to [use]
television, radio, and print. Then all of a sudden, websites
decided to come along. But now you’ve got online 24/7. You’ve
got social media.

-Radio advertising
-Print advertising
-Social media advertising
-Advertising online and
offline

7

How could you make a change going forward, this is where
Google Maps, Google Views are helping us change perceptions
because it’s actually real but the important part in all this is
endorsements by third parties. I’ll show you the Lonely Planet,
I’m not saying it, here’s an endorsed, Google is showing me an
endorsed third party and third parties are going to help us
grow.

-Lonely Planet ratings

7

It’s the word-of-mouth…this all came out of the GFC as well
people wanted to be comfortable.

-Positive word-of-mouth

8

Cities have tried to change using art.

-Art
-Cultural experience
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Table A2.1 (cntd.): Example of coding

Page

Quote

Assigned heading

8

Melbourne stole a lot of events from all over Australia. From
Adelaide they stole the Grand Prix. Melbourne tried to model
itself as an event city.

-International events

9

Most people travel for bragging rights, and it’s bragging rights
to do something that hasn’t been done before by anyone else.
So what happens is bragging rights becomes a very important
part because everyone wants to be one up on the joneses their
next door neighbour

-Positive word-of-mouth

10

Go to the Taj Mahal, walk on the Great Wall. These are iconic
things that are encouraging people to go travel.

11

If you go to Canada, it’s a classy example, you arrive at the
airport and there’s some friendly face welcoming you, you start
to take down the barriers.
Gold coast has always been a destination of holidays from day
one. It’s a beach strip
Indonesia wasn’t seen as a place to go. It’s just developed from
there. It’s just word-of-mouth must go to Bali, must go to Bali,
must go to Bali.
Egypt was fashionable for a while because of what was there.
Pyramids and the Nile River.

-Iconic historic attractions
-Attraction only seen at that
place
-Friendly locals

11
12

14

14

14

14
16

People look at these things in different areas and it’s all about
spark. New Zealand became fashionable because of those Lord
of the Rings movies. You know that type of worldwide audience
makes you popular.
Oprah is a classic example. It may make Americans come to
Australia. They don’t know what the costs are they aren’t
interested in the higher dollar they’ve got nothing to do with it.
It’s about that celebrity endorsement who has a database of
follower…
Facebook is a celebrity endorsement because you have
followers.
You can also make man-made attractions into a destination.
Pyramids, Great Wall they are all man-made destinations, they
are all man-made.

-Lifestyle evident at
destination
-Positive word-of-mouth

-Iconic historic attractions
-Iconic natural attractions
-Attraction only seen at that
place
-International movies filmed
at destination
-Reach large audience
through movies
-Internationally prominent
celebrities visiting destination

-Social media consumer
word-of-mouth
-Iconic man-made attractions
-Attraction only seen at that
place

At the end of the coding process, the list of headings developed was surveyed and
duplicates were deleted. The refined list of headings was examined and, headings which
had similar characteristics were combined as sub-headings under higher-order
categories. If a heading did not fit under other higher-order categories, it was assigned
as a higher-order category. The higher-order categories and their related sub-headings
are noted in Appendix 3. Transcripts were then reread to ensure all relevant aspects of
the data were covered under a higher-order category. These higher-order categories
reflected the conditions experts considered necessary for a destination to be fashionable
and informed the propositions developed in Phase One. Blocks of text from across the
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eighteen interviews which related to a particular higher-order category were compiled
together to facilitate the reporting process. Table A2.2 shows quotes related to the
higher-order category ‘Placements reaching a large audience’.
Table A2.2: Higher-order category: Placements reaching a large audience

TP

Quote

Assigned headings

TP01

New Zealand became fashionable because of those Lord of the
Rings movies. You know that type of worldwide audience makes
you popular.

TP01

Yeah so does the movie being made the movie Matrix. So does
the movie being made here.

-International movies filmed
at destination
-Reach large audience
through movies
-International movies filmed
at destination

TP02

Look at places like Acapulco you go back [to] when Elvis
Presley was singing Acapulco a long time before your day but
Acapulco was just the place jetsetters went to.
Seen it in the movies they filmed Mama Mia on that little island.
Now everyone knows about it.
I assume is its place in popular culture in film and perhaps also
in television. I suppose they have one of those NCIS’ or so.
Santorini was always there but it was the success of the movie
Summer Lovers that made it known all over the world.

-Placement in music by
prominent artists

It could be accidental in the sense that it was not the intention
of the authorities of the destination to make it fashionable. That
is the destination was used to film a movie that showed the
beauty of the destination to the rest of the world.
…so the popular media in general and I think I would extend
that not just to TV shows but to movies as well and I remember
when that movie Amélie came out set in Paris, there was this
massive rush of tourism into Paris because everyone sort of fell
in love with the destination as well because of that popular
movie. And TV shows as well things like Bondi Rescue you
know people identify with it and go like wow! That looks like a
pretty beautiful place, looks pretty accessible, and everyone
looks pretty friendly and happy and even though sometimes the
life savers get into a bit of a jam, it looks like a happy and
positive place and I think I’d like to go so yeah I think popular
culture and TV and movies definitely have an impact.
Yes indeed, let me think of an example. Look at when Lord of
the Rings came out. New Zealand [is] a special destination for
people from all over the world but it’s considered very, very far
for a lot of people to go. But the extra incentive because they’ve
seen it on Lord of the Rings, that beautiful scenery and so
people in New Zealand had to come up to the mark and make
sure they had plenty of room and that consumption of rooms
and food how could they provide.
… you watch Mama Mia and all of us sudden for the next three
months afterwards there will be people going to Greece again.

-Reach large audience
through movies

TP02
TP06
TP10
TP10

TP14

TP15

TP15

-International movies filmed
at destination
-Placements in famous TV
shows
-International movies filmed
at destination

-International movies filmed
at destination
-Placement in famous TV
shows

-International movies filmed
at destination

-International movies filmed
at destination
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Appendix 3: Phase One – Higher-order categories
Sub-Headings

Higher-order categories

Offer consistent with wants of time, Reinventing destination, Capacity to change, Move with times, Need to reinvest
in destination.
Iconic things, Iconic historic attractions, Iconic experiences, Iconic natural attractions, Iconic man-made attractions,
Attractions that symbolise destination.
Unique historic attractions, Unique experiences, Novelty of destination, Unique point of difference, Attractions only
seen at that place, Different things to experience.
Diversity in things to do and see, Multiple attractions, Multiple choice offer, Enough to do, Attractions of different
types, Diverse offering, Range of attractions or activities.
International events, Partnership events with major international companies, Events associated with prominent
international celebrities, Large events, Signature events, Events that attract attention.
Lots of events, Range of events, Multiple different events, Multiple events.
Rich cultural experiences, Friendly locals, Language beliefs and religion, Lifestyle evident at destination, Art and
street art, Music, Food and wine culture, Culturally rich destination, Culture visible at destination, Cultural experience.
Cycling tracks, Effective roads and public infrastructure, Public transport system works, Cafes and restaurants, Public
facilities well maintained, Infrastructure well integrated, Facilities available, Good tourism infrastructure, Hotels and
accommodation, Destination dependent infrastructure.
Use of brochures, Television advertising media, Billboard advertising, Print advertising, Radio advertising, Online
advertising, Social media advertising, Advertising online and offline, Traditional advertising media, Different methods
of exposure.
World Heritage listing, Testimonials by travel writers, Positive online word-of-mouth, Positive word-of-mouth,
TripAdvisor ratings, Lonely Planet ratings, Destination on top 10 lists, Bragging, Favourable stories about place,
Celebrities associated with destination.
News media coverage, Internationally prominent celebrities visiting destination, Internationally prominent celebrities
residing at destination, Consumer generated online word-of-mouth, Social media consumer word-of-mouth, Magazine
editorials, Celebrities with large database of followers, Endorsement from popular travel websites, Endorsement from
popular travel sources, Mass media coverage, High profile endorsers.
Placement in music by prominent artists, International movies filmed at destination, Placements in famous TV shows,
Reach large audience through movies.

Evolving product
Iconic attractions
Unique attractions
Variety of attractions
Notable events
Variety of events
Visible culture
Relevant infrastructure

Advertisements through different media

Favourable endorsements

Endorsements reaching a large audience

Placements reaching a large audience
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Appendix 4: Phase Two – Case study reports
Four Australian destinations were used as case studies in Phase Two of this research.
These destinations were identified through interviews conducted in Phase One where
tourism experts were asked which destinations they thought were fashionable. For
practical reasons, Sydney, Melbourne, the Gold Coast, and Lord Howe Island were used
as cases. The purpose of this appendix is to present a narrative on what was found at
each destination. For each case, a brief overview of the destinations is provided. This is
followed by the findings at each case. Finally, data sources used to develop the case are
listed.
References are made to the source of information within the text using the citation
format presented in Table A4.1. This helps identify data sources used and facilitates the
development and management of a case study database which, literature suggests,
improve the reliability of case study research (Yin 2009). Where dollar amounts are
used, the amount is mentioned in Australian Dollars (AUD), and references to the
cities’, coast’s, and island’s actions are noted as those performed by the areas governing
body or local council. Data collection was carried out between March and July 2013.
Table A4.1: Sources of data and relevant citations.

Type of data

Source

Code

Document analysis

Sydney
Melbourne
Gold Coast
Lord Howe Island
Sydney
Melbourne
Gold Coast
Lord Howie Island
Sydney
Melbourne
Gold Coast
Lord Howie Island

SDE ###
MDE ###
GCDE ###
LHDE ###
SOE ###
MOE ###
GCOE ###
LHOE ###
SIE
MIE
GCIE
LHIE

Observations

In-depth interviews

To aid the reporting process and enhance the readability of the reports, similar
conditions are grouped together for the purpose of presenting the findings at each case.
For example, information related to the conditions iconic attractions, unique
attractions, and a variety of attractions, is contained under the section labelled
attractions. Information for Proposition 1 regarding an evolving product, compliant
with Brooker and Burgess (2008), who note the tourism product includes the goods and
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services which influence the visitor’s experience at the destination, is contained under
sections on attractions, events, culture, and infrastructure.
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Case 1: Sydney
Sydney is located on the eastern shore of Australia, and was incorporated as a city in
1842. Currently, the city is divided into six main sections – North Sydney, South
Sydney, East Sydney, Western Sydney, Inner Sydney, and the Sydney City (Central
Business District) – which collectively form the Greater Sydney Region. Based on the
2011 census data, the population of Greater Sydney was reported as 4,391,674
[SDE188], accounting for 19 percent of the Australian population. The Greater Sydney
Region is considered to be one of the most multicultural cities in the world, with 40
percent of the city’s population born overseas in either: England, China, India, New
Zealand, or Vietnam [SDE188]. Figure A4.1 shows the Greater Sydney Region.

Figure A4.1: Map of Greater Sydney Region

Sydney is the state capital of New South Wales (NSW) and is the most populated city in
Australia. It is the financial and business hub of the country and employs about 21
percent of its labour force [SDE190]. Domestic research conducted by the New South
Wales Government and Destination New South Wales [SDE191] – the organisations
responsible for the marketing of Greater Sydney Region – indicated that Darling
Harbour and The Rocks were the highest performing precincts in terms of general
awareness and interest. The study found that the city was perceived by Australians as
being busy, beautiful, vibrant, and cosmopolitan. According to Destination New South
Wales [SDE192], 30.5 million people visited Sydney between October 2011 and
September 2012, representing an increase of five percent compared to the previous year.
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Of the total visitors to Sydney, 91 percent were domestic visitors while the remaining
nine percent came from overseas. Forty percent of the visitors to Greater Sydney came
for a holiday, and 33 percent came to visit friends and family [SDE192].
Most parts of the Greater Sydney Region such as North Sydney, South Sydney, East
Sydney, Western Sydney, and Inner Sydney are residential, with the Sydney City being
the main tourist area in the region. The Sydney City or Sydney Local Government Area
(LGA) is at the heart of the Greater Sydney Region and has a population of 169,505
based on the 2011 census [SDE189]. The Sydney City is approximately 27 sq.
kilometres in area and is shown in Figure A4.2. The City of Sydney includes a range of
iconic tourist attractions and is adjacent to the well-known beaches of Bondi, Manly,
and Coogee, which are located in three of the neighbouring local government areas. The
city is divided into ten villages which include Glebe, Walsh Bay Millers Point, Surry
Hills, Paddington, Pyrmont Ultimo, Redfern Waterloo, Newtown, Darlinghurst Kings
Cross, Potts Point Woolloomooloo, and Haymarket Chinatown [SDE195]. The data for
this case was collected between March and April 2013.

Figure A4.2: Sydney Local Government Area
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Findings
Based on observations, it was found that Sydney has two main zones which may be of
interest to tourists. These included the southern zone covering Darling Harbour and St.
James, and the northern zone which includes Circular Quay and The Rocks. The divide
between these tourist zones and the commercial district in Sydney was apparent with a
change in landscape and environment, with the commercial areas demonstrating a
business environment and corporate buildings, while the tourist zones are active with
street performances and a leisurely environment.
Attractions
Darling Harbor is home to attractions including Madame Tussauds, Sydney Aquarium,
Wildlife Adventure, Powerhouse Museum, Maritime Museum, and Sydney Convention
Centre, and is the departure point for several boat cruises and ocean liners [SOE018,
SOE019]. Tourists can also board imitation trains which offer tours of the main
attractions of Darling Harbour [SOE030]. Adjacent to Darling Harbour is the Sydney
Tower, which is the tallest building in Sydney. Visitors can purchase multiple attraction
tickets which allow them to combine visiting the Sydney Tower Eye, Aquarium,
Wildlife Adventure, and Madame Tussauds for a lower price [SDE167]. One of the
city’s main shopping areas, the Pitt Street Mall, which features international luxury
brands sold in boutique style outlets [SOE015], is also located in the southern tourist
area. The St. James area features Hyde Park along with the Australian National
Museum, St. Mary’s Cathedral, the Mint, State Parliament House, and the State Library
of NSW. The Hyde Park Barracks, which is considered to be one of the most significant
convict sites in the world and was recently designated as a World Heritage Site by the
United Nations Educational, Scientific and Cultural Organization (UNESCO), is also
located around the St. James area.
Circular Quay and The Rocks area is where the iconic Sydney Opera House, the
Harbour Bridge, and the Royal Botanic Gardens are located, in addition to the Museum
of Contemporary Art and The Rocks Discovery Museum. The city considers the
Harbour Bridge and the Opera House as attractions that have made Sydney an instantly
recognisable city worldwide [SDE103]. The Rocks is the oldest part of Sydney and
features several heritage-style buildings and pathways. This area is popular for busking
and attracts performers such as magicians, musicians, and Indigenous men playing the
didgeridoo [SOE066, SOE067]. Visitors can choose from a range of activities including
boating in the harbour, climbing the Sydney Harbour Bridge, and historic and
Indigenous walking tours of the area [SOE091, SOE097]. According to TripAdvisor,
Sydney Harbour was ranked as the best attraction in Sydney, followed by the Royal
Botanic Gardens, the Sydney Harbour Bridge, the Opera House, and the Sydney ferries
which feature in the top ten attractions of the Greater Sydney Region [SDE123]. A list
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of attractions and activities at the two main tourist zones identified, are presented in
Table A4.2.
Table A4.2: Attractions in Sydney

Area

Feature

Database
Citation

South Tourist
Zone

Sydney Aquarium
Wildlife Adventure
Madame Tussauds
Sydney Tower
Powerhouse Museum
Queen Victoria Building
Town Hall
Australian Museum
Hyde Park
Hyde Park Barracks Museum
The Mint
The Chinese Garden
Cook and Phillip Aquatic Fitness Park
Cruises on Darling Harbour
Opera House
Sydney Harbour Bridge
The Royal Botanic Gardens
Museum of Contemporary Art
The Rocks Discovery Museum
Handicraft stores
Boating in the harbour
Harbour Bridge climb
Opera House tours
Boat tours of the Sydney Harbour
Sea plane tours of the Sydney Harbour
Helicopter skydives at Sydney Harbour
Ghost tour of The Rocks
The Rocks walking tours
The Rocks Dreaming Aboriginal Heritage Tour
Thunder Jet speed boat rides

SDE106
SDE166
SDE118
SDE168
SDE106
SDE106
SOE001
SDE178
SOE042
SDE170
SOE060
SDE171
SOE050
SOE019
SDE103
SDE103
SDE106
SDE177
SDE174
SOE101
SOE091
SDE163
SDE151
SDE155
SDE162
SDE159
SDE169
SDE176
SDE175
SOE091

Darling
Harbour and St.
James

North Tourist
Zone
Circular Quay
and The Rocks

Visitors to Sydney can participate in shopping tours [SDE110] and pub tours which
introduce visitors to the Australian pub culture [SDE160]. Visitors can also visit the
Sydney Jewish Museum, which is one of the best museums of its type in the world
according to Frommer’s Travel Guide [SDE180] and Luna Park which features rides
and other carnival themed attractions [SDE111, SDE164]. Several tours of the city are
free of charge and include walking around the city and visiting its prominent attractions
with volunteer tour guides [SDE156, SDE157]. Some tours promise to provide visitors
with ‘secret’ information about the city featuring hidden attractions not frequented by
tourists [SDE158]. Based on observations, it was noted major attractions in the city are
signposted and, where relevant, information about the attraction’s history was provided
[SOE042, SOE105]. In addition to the shopping options discussed previously, visitors
may also experience handicraft markets – notably Paddy’s Market and The Rocks
Markets [SDE156].
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It was interesting to note in addition to permanent exhibits, the Sydney Museum,
Australian Museum, and the Maritime Museum frequently displayed new exhibits
[SOE033, SOE049]. The city’s government body also spends constantly on renovating
and maintaining its attractions. For example, in 2012, the city funded the restoration of
El Alamein Fountain which is located in Kings Cross and commemorates the battle of
El Alamein in Egypt during World War II [SDE012]. The city also funded the
restoration of Fitzroy Gardens and the landmark Paddington Town Hall [SDE050,
SDE055]. While conducting observations, it was noted while renovations were being
conducted, the city covered attractions with construction cover boards which informed
consumers about the significance of the attraction. For example, during the
observations, the Town Hall building was under renovation and the site was covered
with boards which displayed information on the building’s history and significance
[SOE001]. Similarly, while a site adjacent to the Opera House was under renovation,
the site was covered with boards which included pictures of tourists at the Opera House
and comments made by prominent visitors about the site [SOE086].
The city also has attractions of historic significance for visitors to experience. Some
include:
1. Fort Denison on Sydney Harbour which was used extensively as a confinement site for
convicts who committed grievous crimes in 1788, and later as a fort [SDE115]. The fort
is now part of the Sydney Harbour National Park along with other historic islands and
sites, and helped protect Sydney from the threat of invading fleets, submarines, and
infectious disease [SDE116],
2. The Sydney Harbour National Park is home to several Indigenous rock engravings, axe
grindings, and shell deposits [SDE116],
3. Government House which was built between 1837 and 1845 for the Governor of New
South Wales, and was the most sophisticated Gothic Revival building in the colony. The
building is one of the city’s prominent historic structures [SDE121],
4. Hyde Park Barracks Museum which was previously used as a convict barracks once the
convicts arrived from England. The barracks is currently run as a museum about itself
and displays the life of convicts and the activities they performed. The barracks has been
listed as a UNESCO World Heritage Site [SDE170].

Currently, the city has several attractions which exhibit the city’s history through art,
theatre, and artefacts. The most prominent include: the Art Gallery of New South
Wales, the Museum of Sydney, the Powerhouse Museum, the Australian Museum,
ANZAC Memorial, the Mint Museum, The Rocks Discovery Museum, the Museum of
Contemporary Art, the Sydney Jewish Museum, and the Sydney Observatory [SDE089,
SDE091, SDE170, SDE173, SDE178, SDE180]. At the start of 2013, the city was in the
process of implementing ‘place projections’ which aim to tell stories of the city’s
Aboriginal heritage through video projections and other light projections displayed on
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culturally significant sites including Sydney Town Hall and the Australian Museum
[SDE078].
Events
The city aims to be Australia’s arts and culture hub and so hosts a year round calendar
of world-class events [SDE058]. As listed in Table A4.3, the city hosts ten major annual
festivals and events [SDE097, SDE098]. Annually, the city invests more than AUD 3.6
million in cash and kind-support to organise major festivals to promote the city
internationally [SDE043].

Sydney Festival

Sydney Writers’ Festival

Biennale of Sydney

Sydney Film Festival

Vivid Festival

Sydney Mardi Gras

Table A4.3: Major events hosted in Sydney
This annual event is considered to define Sydney’s culture more than
any other event. In 2012, the event hosted 1500 performers, across 100
events and 25 venues across Sydney [SDE014]. In the same year, the
event attracted 23,000 people from interstate and had an attendance of
200,000 people [SDE007, SDE005]. The festival is credited as being
the city’s largest cultural event and Sydney’s biggest party [SDE007].
The event promises attendees a new experience of the city’s streets,
parks, and venues, and aims to promote Sydney to the world as a
cultural and creative city [SDE007]. In 2012, the city funded AUD two
million in cash and value-in-kind support for the event [SDE007].
Beginning in 1997, the Sydney Writers’ Festival is Australia’s largest
annual celebration of literature and ideas. The festival includes 300
events and brings together 80,000 people with the best contemporary
fiction and non-fiction authors, including some of the world's leading
public intellectuals, scientists, and journalists [SDE197].
First held in 1973, the festival is considered to be Australia's largest
and most exciting contemporary visual arts event. The festival involves
a three-month exhibition, with an accompanying program of talks,
performances, forums, film screenings, family events, and guided
tours. The Biennale of Sydney was the fourth recurring contemporary
art exhibition to be established internationally, and is currently ranked
as one of the leading international festivals of contemporary art
[SDE198].
In its 60th year in 2013, the Sydney Film Festival is one of the world's
longest-running film festivals [SDE187]. The 12-day festival screens
feature films, documentaries, short films, and animation from around
the world in venues across the city including the State Theatre. The
Sydney Film Festival is supported and funded by the NSW
Government through Screen NSW, the Federal Government through
Screen Australia, and the City of Sydney [SDE187].
The event is considered as the festival of lights where the city is
transformed into a canvas of lights, music, and ideas. 500,000 people
attended the event in 2012 [SDE196].
The festival celebrates gay, lesbian, and transgender rights and is
marked by a parade on Oxford Street which is one of the city’s main
roadways. Additional events are hosted across the city as part of this
event including burlesque performances, Zumba, pop-up yoga gardens,
and Sydney’s most colourful window dressing competition [SDE022].
This year (2013) marked the 35th year of the Mardi Gras [SDE022].
The event attracts an average of 400,000 people each year and injects
about AUD 30 million into Sydney’s economy [SDE085].
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Table A4.3 (cntd.): Major events hosted in Sydney
A one day celebration of Aboriginal and Torres Strait Islander Cultures
Yabun Festival
[SDE080]. Hosted on Australia Day, the event draws an audience of
between 10,000 and 15,000 attendees [SDE080.1]. The event is an
important Aboriginal music event which reflects Aboriginal culture
and involves speeches by some of the Aboriginal and Torres Strait
Islander community's most recognised leaders, academics, politicians,
and artists.
In its eleventh year, the festival has created a strong international
Art and About Sydney
reputation [SDE025]. The festival focuses on the creation and
placement of art around the city, and aims to foster more and open
creativity. The festival includes events such as: Sydney life
photography competition [SDE065], a living artwork project made out
of herbs [SDE056], performances by prominent Australian bands
[SDE064], and the use of art to transform the city’s major laneways
into destinations [SDE067, SDE071].
The festival is credited as being the biggest celebration of the Chinese
Chinese New Year Festival
New Year outside Mainland China [SDE018]. Currently in its
seventeenth year (2013), the festival attracts an estimate of 150,000
visitors from China and south-east Asia and 100,000 people from
across Sydney each year [SDE018]. The Chinese New Year Festival in
2012 was reported to have reached 40 million people worldwide
[SDE046]. The event is marked with eighty associated events across
the city ranging from Kung Fu classes, New Year Markets, Twilight
Parade, The Battle of the Chefs, Karaoke Idol competition, and the
largest Dragon Boat Race in the Southern Hemisphere with 3000
paddlers [SDE013, SDE004, SDE008, SDE026]. In 2012, the twilight
parade hosted as part of this event was considered to be the biggest
ever twilight parade attracting more than 100,000 people to watch
2900 performers from Australia and China [SDE028]. In 2012, the city
also hosted its first Dragon Ball after 40 years to encourage interaction
between Chinese and Anglo-Australian residents [SDE081]. This year
(2013), the festival was hosted by three celebrity ambassadors:
MasterChef Australia winner Adam Liaw, Fashion designer Bowie
Wong, and Young Australian of the Year Marita Cheng [SDE073].
The event is considered as a major event on Sydney’s cultural calendar
[SDE028].
The City of Sydney is considered as the New Year’s Eve capital of the
Sydney New Year’s Eve
world [SDE076]. The event is marked by a fireworks display on the
Sydney Harbour Bridge which is credited as being the largest and the
most technologically advanced New Year’s Eve celebration in the
world [SDE059]. For New Year’s Eve 2011, 1.6 million people
attended the fireworks at the Sydney Harbour [SDE009, SDE076]
which is larger than other New Year’s Eve celebrations in the world
[SDE059]. The event is Australia’s single biggest annual event,
generating AUD 156 million for the economy in just one night
[SDE059]. The fireworks are watched on TV by 2.6 million people
across Australia and an additional billion people overseas [SDE059].
The city has also taken initiative to develop apps and maps to make the
event more accessible for visitors [SDE075]. Kylie Minogue was used
as the event ambassador in 2012 [SDE049].
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In addition to the above, the city hosted other events including:

1. Pop Sydney (2012): This event focused on making Sydney visually and environmentally
greener. The event bought 2000 of the world’s leading green building professionals and
was hosted to coincide with the National Green Cities Conference 2012 which was also
hosted in Sydney [SDE017, SDE041],
2. Pyrmont Festival of Wine Food and Art (2012): In its second year, the festival aims to
bring flavours of country New South Wales to the forefront along with Sydney cuisine.
In 2012, the festival included 120 wines from Mudgee – a major wine producing region
in the Central-West of New South Wales, gourmet food, entertainment, art exhibitions,
and the Pyrmont art prize [SDE031],
3. 72 Hour Art Marathon (2012): The event celebrated the opening of a new creative space
for artists. The event focused on artists making their own work over a 72 hour period
[SDE037],
4. ARTS festival: Currently in its eleventh year, the event focuses and encourages young
people between the ages of 15 and 20 to exhibit their work, pick up new skills through
courses offered, and launch an art career in the fields of visual arts, designs,
performances, art, and music [SDE039],
5. Vogue Fashion Night out (2012): This event features prominent celebrities including
Australian singer-songwriters Sarah De Bono and Jessica Mauboy. In its third year, the
event hosted 100,000 shoppers in Sydney and is also celebrated across 19 other countries
[SDE066].

Culture
The City of Sydney is in the process of developing a Cultural Policy to define its
culture, guide art and cultural activation across Sydney, and to facilitate, attract, and
develop cultural events, festivals, music performances, and other cultural community
initiatives [SIE, SDE032, SDE096]. The city and its villages have their own unique
culture, tastes, and personality [SDE195]. For example, Newtown is considered to be a
neighbourhood of friendly free thinkers who work outside the system, Paddington is
sophisticated, and Potts Point Woolloomooloo is a neighbourhood of young
professionals. The Haymarket Chinatown village is a prominent cultural precinct in the
City of Sydney giving visitors an experience of Asian culture and cuisine.
The city spends an average of AUD 23 million each year on cultural activities such as
events, public art, and other community grants which fall under the umbrella branding
strategy aimed at positioning Sydney as a creative city [SDE032, SIE]. Art is considered
by the city’s government as an expression of culture and is therefore encouraged and
funded [SDE093]. As part of the Streetware Program, the city commissions both
permanent public art works and a number of popular ongoing temporary public art
installations [SDE095] to create opportunities for the community to engage with art,
celebrate the creative life of Sydney, and help challenge and delight the citizens
[SDE077, SDE095]. The city currently has 250 permanent art works installed on its
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streets and public areas [SDE095]. Art has also been used to cover and transform
unattractive buildings [SDE084, SDE086, SDE088]. The Sydney culture walk features
ten artworks which form a circuit through the city [SDE120].
The city hosts several after-dark events to create an exciting and dynamic night life, and
draw a diverse mix of visitors [SDE051]. This includes the Art After Hours at the Art
Gallery of New South Wales which features free performances, celebrity talks, live
music, and rare film screening every Wednesday [SDE148]. The city has a range of
theatres including Belvoir St Theatre, the Sydney Dance Company, the Sydney Theatre,
Sydney Opera House, and the Bangarra Dance Theatre all of which offer a range of
Australian and international plays, operas, and reinterpretation of classic performances
[SDE112, SDE150] featuring renowned artists and performers [SDE149]. The emphasis
placed on art and culture by Sydney can also be observed through the events such as Art
and About, Sydney Writers’ Festival, Sydney Mardi Gras, and the Chinese New Year
Festival hosted by the city discussed previously in this case report.
As was noted in the introduction to the case, Sydney is home to people from several
different ethnic and national backgrounds. The city celebrates this diversity annually
through the Living in Harmony Festival which focuses on the diverse cultures of the
residents of Sydney. In addition to ethnic culture, the city is also supportive of the gay
and lesbian lifestyle. This is evident through the Mardi Gras festival hosted annually
which celebrates the Lesbian, Gay, Bisexual, and transgender community, as well as the
rainbow zebra-crossing on Oxford Street, which is one of Sydney’s popular nightlife
districts for the gay community [SDE044]. Additionally, the culture of Sydney is also
influenced by the culture of the Aboriginal people exhibited through art and music.
Evidence of the Indigenous culture can be observed through art works at the Art Gallery
of New South Wales and street performances from Aboriginal individuals at prominent
attractions such as the Opera House [SOE066]. The city hosts several cultural events
which celebrate Aboriginal people and their culture [SDE104]. These include:
1. National Closing the Gap Day (21st March): An initiative by Indigenous and nonIndigenous organisations working with the aim of reducing the gap between Indigenous
and non-Indigenous Australians on health and life expectancy,
2. NAIDOC Week (1st Week of July): Celebrated to commemorate the history, culture, and
the achievements of Aboriginal and Torres Strait Islander people and as an opportunity to
encourage support for Indigenous communities in Australia.

During the observations, informal conversations with representatives from visitor
information centres and tourism attractions suggested people considered the multicultural nature of Sydney, based on the different nationalities and ethnicities of
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residents, as well as the mix of Aboriginal people with international and domestic
students, as something which made the city’s culture unique.
Infrastructure
The city has a range of accommodation to suit different budgets ranging from hotel
chains, such as the Hilton to modest backpacker accommodation and youth hostels.
Sydney is home to forty unique small bars [SDE005] and multiple dining and shopping
locations which cater to several different tastes and styles [SDE090]. It was observed
these restaurants and pubs contributed to creating a vibrant social atmosphere for
residents and visitors [SOE021, SOE087]. The tourist areas in the city have play-areas
for children and provide access to a parents’ room and first aid services [SOE022,
SOE023].
The city has several parks, recreational, and open spaces including the forty-four hectare
Sydney Park [SDE023], the 30 hectare Royal Botanic Gardens [SDE172], Hyde Park
which is Australia’s oldest park and is situated in the heart of the city, Centennial
Parklands, and the Chinese Garden of Friendship [SDE171], sports facilities, pools, and
community areas [SDE099]. The city is well serviced by several forms of public
transport. These include metropolitan, interstate, and intrastate trains, light rail,
monorail, free city shuttle buses, and sightseeing tour buses, ferries, and taxis [SDE108,
SDE109, SOE016].
The city constantly focuses on maintaining and upgrading its roads, foot paths, and
parks. The aim of these upgrades being to help people walk more, ease traffic
congestion, make the roads safer, reduce pollution, enhance health, and encourage
greater community activity [SDE003, SDE010, SDE060, SE090]. The City Council
notes the upgrades would help create memorable streets, boost outdoor dining, and
encourage greater street activation [SDE015]. The city has a total of 1.7 million squaremeters of footpaths across the inner city which are currently being or have been
upgraded in 2012, costing a total of AUD 11.2 million [SDE070]. The city has invested
on maintaining its existing cycle ways and creating new cycle ways, contributing to an
increase in cycling by 34 percent between 2011 and 2012 [SDE024]. The City Council
also funded the development of a smart phone application to help visitors explore and
experience the city more effectively [SDE054].
Advertising
Advertising for the City of Sydney is conducted by Destination New South Wales
[SDE048], in partnership with Tourism Australia, New South Wales tourism operators,
and international airlines [SDE139] under the brand ‘It’s what makes Sydney so...
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Sydney’ [SDE146]. Due to the global prominence of Sydney, Destination New South
Wales uses the city to attract national and international visitors to the state [SDE139].
The city is advertised and promoted in 11 countries and regions overseas including
China, Japan, United Kingdom, parts of Europe, North America, New Zealand, India,
and South East Asia [SDE139]. In Australia, the city is predominantly advertised on the
eastern-seaboard between Queensland and Victoria as well as regional New South
Wales, the Australian Capital Territory, and Adelaide [SDE140]. The advertisements
are primarily targeted at professionals between 25 and 54 years of age who earn above
average income and live in major cities [SDE139]. The city is also marketed to the
youth, backpackers, working holiday visitors, and education visitors [SDE139].
Advertising campaigns for Sydney are carried out throughout the year with the core
themes focusing on the iconic attractions, food and wine, style-fashion and shopping,
national parks and green spaces in and around Sydney, outdoor and urban beach life,
arts and culture experiences, and major events and festivals [SDE140]. The campaigns
used by Sydney employ different kinds of media including television, print
advertisements and advertorials in newspapers and magazines, online advertising
including display advertising, search engine marketing and electronic direct mail of the
city’s newsletter, Escapes [SDE146]. In addition, the websites www.sydney.com and
www.visitnsw.com are used to inform potential visitors about the city and attract more
than eight million visitors each year [SDE141]. Some of the prominent campaigns
include the Sydney in Winter campaign, run in 2011 and 2012, and the 2012 Sydney and
New South Wales in 360 campaign.
In 2011, the ‘Sydney in Winter’ campaign [SDE147] ran between the 29th of May and
the 30th of June, and aimed to keep Sydney high on the consideration list as a preferred
short break or holiday destination. The campaign was targeted at those above 25 years
living in Melbourne, South East Queensland, regional New South Wales, and the
Australian Capital Territory (ACT) and displayed key Sydney winter experiences such
as food and wine, arts and culture, fashion, and shopping. The campaign employed
different media including:
1. 60 and 30 second TV commercials which showcased the city and activities visitors could
participate in as well as a 15 second TV commercial to drive viewers to the city’s website
www.sydney.com to plan and book a break in Sydney,
2. Print advertising in Q Weekend, Sunday Magazine, The Age (Melbourne) Magazine, and
Sunday Life,
3. Digital advertising on Yahoo, Fairfax, News Limited, and leading sites such as Channel
10’s MasterChef website, Facebook, and Time Out,
4. Social media sites including Facebook, YouTube, and Twitter,
5. iPad application – a guide to Sydney in a digital magazine format.
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In 2012, the ‘Sydney and New South Wales in 360’ campaign was used to display some
of the iconic attractions of the city and give viewers a rare view of the city [SDE142].
The campaign was featured in Australia, New Zealand, Singapore, Hong Kong, Japan,
South Korea, India, Malaysia, and Indonesia [SDE142]. The Sydney in Winter campaign
was launched on the 8th of May, 2012 across Australia and was based on the theme
‘Love Every Second in Sydney’ [SDE143]. The campaign featured photographs by
renowned photographer, Dick Sweeney [SDE144] and employed multiple media
[SDE143, SDE, 144, SDE145] including:
1. 8 page gatefold magazine advertisements in The Age in Melbourne and Canvas
Magazine in New Zealand,
2. Outdoor advertisements in Melbourne, Brisbane, and Auckland,
3. Sydney branded wraps on Melbourne Trams and buses in Auckland,
4. Light projections on building in Brisbane and Auckland,
5. Newspaper inserts in Melbourne, Brisbane, Canberra, and New Zealand,
6. Digital and social media which employed 10 high profile bloggers to seed content online
and residents and visitors who share images of the city.

As mentioned above, the target market for the campaign was people above 25 years of
age in Melbourne, South East Queensland, regional New South Wales, the Australian
Capital Territory, Perth, and New Zealand. Research conducted to test the effectiveness
of the campaign found it attracted 942,000 visitors to the website www.sydney.com, fans
on the city’s Facebook page increased by 17 percent, and display media generated
320,000 clicks [SDE143]. On twitter, the hashtag #Sydney was included in 85,000
tweets by 20,635 contributors reaching a total of 15,440,773 twitter users [SDE143]. At
the time of writing this case, it was found Sydney had actively employed various forms
of social media including Facebook, Twitter, Google Plus, Pintrest, and YouTube
[SDE184]. The city actively uses social media to advertise its attractions and events and
had 42,645 followers on Twitter and 412,000 followers on its Facebook page as of June,
2013 [SDE185, SDE186].
While the advertising conducted by Destination New South Wales focuses on bringing
people into the state and city, local campaigns are developed by the City Council to
inform visitors of the experiences they can have in the city [SIE]. During the Love Every
Second in Sydney, the City of Sydney ran the ‘Love Every Second in Sydney as a Local’
campaign. The campaign employed social media and got Sydneysiders to explain what
they loved about their local area. These narratives were then used to tell the story of
Sydney to those visiting from interstate or overseas. The aim of the campaign was to
promote Sydney beyond the icons of the Harbour Bridge and the Opera House and
inform visitors about the richness the city has to offer.

170

Endorsements
Based on visitor reviews of the city in 2012, Sydney was noted by TripAdvisor as the
best destination to visit in Australia [SDE122] and the fifteenth best city in the world
[SDE125]. One of the reviewers commented [SDE124]:
Sydney has so much to offer — amazing museums, a vibrant arts scene,
great beaches nearby, restaurants serving any cuisine you can think of —
that everyone who visits inevitably becomes jealous of the locals. If you
visit during the Vivid Sydney festival (late May – early June), you'll be
treated to spectacular lighting installations all around the city.

Lonely Planet ranked Sydney as Australia’s best destination suggesting “The rest
of Australia is in denial – Sydney is as good as it gets” [SDE126]. Sydney also featured
on several of Lonely Planet’s top ten lists. These include:
1. Top ten gay friendly destinations: Sydney ranked second on the list [SDE127],
2. Ten best things to climb: Sydney’s Harbour Bridge climb ranked ninth on the list
[SDE128],
3. Top ten destination to visit with kids: Sydney ranked ninth on the list [SDE129],
4. Top ten cities with brilliant beaches: Sydney ranked fifth on this list [SDE130]. It should
be noted although the beaches are outside the City of Sydney (Sydney Local Government
Area), they are part of the Greater Sydney Region and in close proximity to the Sydney
LGA.

Sydney was also recognised by Lonely Planet as being a city which ‘defined our age’
along with cities like Vancouver and Singapore [SDE131]. This status was credited to
attractions like the Opera House which have been defined as a ‘Colosseum of the 21st
century’ and an instantly recognisable symbol, and events like the 2000 Sydney
Olympics [SDE131]. Three of the city’s attractions feature on the UNESCO World
Heritage list. These are the Sydney Opera House [SDE131], Hyde Park Barracks
[SDE170], and Cockatoo Island [SDE113].
The city has had several celebrity ambassadors, visitors, and residents. These include
Australian singer-songwriter Kylie Minogue who was the ambassador for the 2012 New
Year’s Eve celebrations [SDE049], and New Zealand born artist Reg Mombassa who is
currently (2013) the art ambassador for the city [SIE]. The city was visited by American
talk show hosts Oprah Winfrey [SDE134], and Ellen DeGeneres [SDE135], and other
prominent Hollywood celebrity visitors such as Justin Timberlake, Jessica Simpson,
Sylvester Stallone, Christina Aguilera, Jennifer Lopez, and Paris Hilton [SDE136].
Oprah Winfrey was quoted as saying “Sydney measures up to everything that everybody
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has ever told me – Hugh Jackman, Nicole Kidman, and Keith Urban... Everything they
have told me is true. It is breathtaking, it takes you in. It is really fantastic. I love it”
[SDE134]. Destination New South Wales was instrumental in attracting and facilitating
Oprah Winfrey’s and Ellen DeGeneres’ visits to the city [SIE]. Other prominent
celebrities born in and currently associated with Sydney include Miranda Kerr, Hugh
Jackman, and Delta Goodrem [SDE193]. Finally, the city has also featured in travel
media including the Daily Telegraph in the UK that published a guide to the city on
their website [SDE133] and the National Geographic Travellers magazine [SDE137].
As part of the City of Sydney’s strategy, the council has been focused on developing
their ‘influencer database’ which lists people who are influential to different consumer
groups and act as opinion leaders [SIE]. The aim of this strategy is to facilitate word-ofmouth, and solicit endorsements from individuals with a strong social influence within a
certain market segment. It was found the City of Sydney and Destination New South
Wales adopt a proactive strategy to gain media endorsements [SIE]. This involved
inviting bloggers and travel journalists to the destination and developing an itinerary for
them to experience the city.
Placement in Popular Culture
The City of Sydney has been placed as the backdrop in several Australian and
international television shows and movies [SDE001]. Some of the prominent television
shows and movies are listed in Table A4.4.

172

Table A4.4: List of film and television shows filmed in Sydney
-Packed to the Rafters (2008-2013)
Australian television shows
-Rake (2010 - present)
-Underbelly (season 2 in 2009, 3 in 2010 and 4 in 2011)
-Rescue Special Ops (2009-2011)
-Home and Away (1988 - present)
-A Few Best Men (2011) starring Laura Brent, Xavier Samuel, and
Australian films
Kris Marshall
-Griff the Invisible (2010) starring Ryan Kwanten, Maeve Dermody,
and Marshall Napier
-Not Suitable for Children (2012) starring Ryan Kwanten, Sarah
Snook, and Ryan Corr
-Burning Man (2011) starring Matthew Goode, Rachel Griffiths,
Bojana, and Novakovic
-The Sapphires (2012) starring Chris O'Dowd, Deborah Mailman,
and Jessica Mauboy
-The Eye Of The Storm (2011) starring Charlotte Rampling, Maria
Theodorakis, and Geoffrey Rush
-Goddess (2013) starring Laura Michelle Kelly, Ronan Keating, and
Magda Szubanski
-Candy (2006) starring Heath Ledger, Abbie Cornish, and Geoffrey
Rush
-The Wolverine (2013) starring Hugh Jackman
International films
-The Great Gatsby (2013) starring Leonardo DiCaprio, Tobey
Maguire, Carey Mulligan, and Bollywood superstar Amitabh
Bachchan
-From Sydney With Love (2012) starring Evelyn Sharma, Sharad
Malhotra, and Prateek Chakravorty – was the first locally produced
Bollywood film
-Mao’s Last Dancer (2009) starring Jack Thompson, Aden Young,
Chi Cao, Bruce Greenwood, and Kyle MacLachlan.
-Superman Returns (2006) starring Brandon Routh, Kevin Spacey,
and Kate Bosworth
-Mission Impossible 2 (2000) starring Tom Cruise, Dougray Scott,
and Thandie Newton
-The Matrix Trilogy (1999, 2001 and 2003) starring Keanu Reeves,
Laurence Fishburne, and Carrie-Anne Moss

The City of Sydney has been the backdrop for several international films featuring
prominent celebrities, as is evident from the list of movies and television shown in
Table A4.4. While the city is named in some of them, others feature iconic attractions
such as the Opera House and the Sydney Harbour Bridge. It is interesting to note the
city actively encourages film producers to select Sydney as a location for their work.
Detailed information on obtaining a filming licence is provided online for producers
who would like to film in the city [SDE002]. Funding is available for selected local
productions and other assistance such as parking, road closures, traffic control, and
community liaison are provided as required [SDE002]. The city has also featured in
music including O! Sydney I Love You by Len Maurice in 1927 and Sydney by Maurice
Chenoweth in 1927 [SDE194].
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Sources of Data
In-depth interview
An in-depth interview was conducted with a representative from the City of Sydney. The
interview was conducted at the office of the City of Sydney and was 26 minutes in
duration. Data from the interview has been integrated in the case findings presented
above and has been cited as SIE.

Electronic documentary evidence
Source

URL

Database code

City of Sydney

http://www.cityofsydney.nsw.gov.au/

Sydney Visitor Website

http:// www.sydney.com/

TripAdvisor
Lonely Planet
UNESCO
The Telegraph
Sydney Morning Herald

http://www.tripadvisor.com.au/
http://www.lonelyplanet.com/australia
http://whc.unesco.org/en/list
http://www.dailytelegraph.com.au/
http://www.smh.com.au/

NineMSN
National Geographic
Madame Tussauds
Destination New South
Wales
Sydney Writers’ Festival
Biennale of Sydney
Twitter
Facebook
Sydney Film Festival
Australian Bureau of
Statistics
Internet Movie Database
National Film & Sound
Archive

http://ninemsn.com.au/
http://www.nationalgeographic.com.au/
http://www.madametussauds.com/sydney/default.aspx
http://www.destinationnsw.com.au/
http://www.swf.org.au/
http://www.biennaleofsydney.com.au/
http://www.twitter.com
http://www.facebook.com
http://sff.org.au/
http://www.abs.gov.au/

SDE001-SDE109,
SDE190
SDE110-SDE121,
SDE184
SDE122-SDE125
SDE126-SDE131
SDE132
SDE133
SDE134, SDE135,
SDE196
SDE136
SDE137
SDE138
SDE139-SDE147,
SDE191, SDE192
SDE197
SDE198
SDE185
SDE186
SDE187
SDE188, SDE189

http://www.imdb.com
http://www.nfsa.gov.au/

SDE193
SDE194
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Non-electronic Documentary Evidence

SDE149: Brochure Opera Australia

SDE148: Brochure Art After Hours
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SDE150: Brochure Theatre of the
Unexpected
SDE151: Brochure Sydney Opera House
Tours
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SDE156: Brochure Free Sydney City

SDE155: Brochure Sydney Harbour Boat
Tours

177

SDE157: Brochure Free Tours

SDE158: Brochure Secrets of Sydney Tours

178

SDE159: Brochure Help Sky Dive Sydney
City

SDE160: Brochure Pub Tours

179

SDE162: Brochure Sydney by Seaplane

SDE163: Brochure Bridge Climb Sydney

180

SDE164: Brochure Sydney Luna Park

SDE168: Brochure Sydney Tower Eye

181

SDE166: Brochure Wildlife Sydney Zoo
SDE167: Brochure Madame Tussauds

182

SDE170: Brochure Hyde Park Barracks
Museum

SDE169: Brochure The Rocks Ghost Tour

183

SDE171: Brochure Chinese Garden

SDE172: Brochure Botanic Gardens
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SDE173: Brochure The Rocks Discovery
Museum

SDE174: Brochure The Rocks Discovery
Museum

185

SDE176: Brochure The Rocks Walking
Tours
SDE175: Brochure Aboriginal Heritage
Tour

186

SDE177: Museum of Contemporary Art

SDE178: Brochure Australian Museum

187

SDE195: Brochure City of Villages

SDE180: Brochure Sydney Jewish Museum
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Observation route
Sydney visitor map indicating in red the route taken during observations.

189

Observations

SOE018: Attractions on the Darling
Harbour including Wildlife Park, Madame
Tussauds, and Sea Life Sydney Aquarium
SOE001: Construction boards outside Town
Hall

SOE015: Shopping outlets in Sydney

SOE019: Attractions at Darling Harbour
showing the IMAC Theatre and
Powerhouse Museum

SOE016: Sydney monorail system

SOE021: Restaurants at the Darling
Harbour
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SOE033: New exhibit at Australian
National Maritime Museum
SOE022: Children’s play area at Darling
Harbour

SOE023: Parents room at the Darling
Harbour

SOE042: Hyde Park information post

SOE030: Tourist train at Darling Harbour

SOE049: New exhibit at Australian
Museum
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SOE050: Sydney Aquatic fitness centre

SOE067: Street performer near the Sydney
Opera House

SOE060: Sydney Mint
SOE086: Comment on the construction
boards near the Opera House

SOE066: Aboriginal busker playing the
didgeridoo
SOE087: Restaurants near the Sydney
Opera House (lower concourse)
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SOE091: Jet boat rides in the Sydney
Harbour

SOE105: Information plaque at Customs
House detailing historic significance of
building

SOE097: Sydney Harbour Bridge climb

SOE101: Handicraft markets in The Rocks
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Case 2: Melbourne
Melbourne is the second largest city in Australia and is located on the eastern shore.
Incorporated into a city in 1847, Melbourne is the state capital of Victoria. Greater
Melbourne is divided into five main precincts – East Melbourne, North Melbourne,
South Melbourne, West Melbourne, and Melbourne City. Based on the 2011 census, the
population of Greater Melbourne was reported as 3,999,982 [MDE281]. Of this, 37
percent were born overseas in England, India, China, Italy, or New Zealand. The
Greater Melbourne Region is shown in Figure A4.3.

Figure A4.3: Greater Melbourne Region

Melbourne City is located in the heart of the Greater Melbourne Region and is shown in
Figure A4.4. The city has a population of 93,617 with 49 percent born overseas in
China, Malaysia, India, Indonesia, or England [MDE282]. In 2012, the city had a total
of 1.7 million international overnight visitors [MDE227] and seven million domestic
overnight visitors [MDE229]. International tourist originated mainly from Malaysia,
Singapore, New Zealand, United Kingdom, and the United States, with China, India,
and Indonesia being growing markets [MDE225]. The data for this case was collected
between April and May 2013.
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Figure A4.4: Melbourne City
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Findings
Based on observations, it was found the city is divided by the Yarra River into two main
zones North Bank and South Bank. The North Bank features more tourist attractions
than the South. Both zones are however, popular with tourists and contribute to their
experience of Melbourne. The city traditionally has been considered as an ‘artsy’ and
‘foodie’ place by Australians due to the prominence of its street art, restaurants, and
cafés.
Attractions
North Bank attractions are mainly located within the boundaries formed by Spencer
Street, Flinders Street, Spring Street, and Latrobe Street. The most prominent of the
attractions on the North Bank include the Old Melbourne Gaol – which was noted as the
best cultural and heritage attraction in Australia [MOE094, MDE250], the Queen
Victoria Markets, which is the oldest operating market in Melbourne trading since 1878
[MDE206], the Royal Exhibition Building which is a UNESCO World Heritage Site
[MOE091], the Melbourne Museum [MDE264], cobblestone laneways, and street art
[MDE259]. Based on observations, it was also found the museums and exhibition halls
in Melbourne regularly feature new exhibits. At the time of conducting observations, an
international stamp exhibit was being hosted at the Royal Exhibition building
[MOE085] while an exhibit on Afghanistan’s history was on display at the Melbourne
Museum [MOE089]. Informal conversations with museum staff suggested the museum
features at least three touring exhibits each year.
The North Bank has several gardens and parks [MDE257, MDE260] including the
Fitzroy Gardens which feature Captain Cook’s Cottage and Sinclair’s Cottage, Treasury
Gardens, and Flagstaff Gardens. Visitors can shop at the Bourke Street Mall and along
major streets in the city which features prominent international brands including
Armani, Louie Vuitton, Tiffany and Co., and Prada [MOE015, MOE016, MOE017].
Other activities which visitors can participate in include ghost tours at the Old
Melbourne Gaol [MDE250] and tours of the laneways and street art exhibits and
installations [MDE 147, MOE023].
Attractions on the South Bank are primarily located along the Yarra River. These
include the Crown Entertainment Complex which features the Crown Casino
[MDE263], Crown Promenade along the river which has different kinds of restaurants,
pubs, and cafés [MDE263], the Melbourne Exhibition and Convention Centre, and
Eureka Skydeck 88 – which is the highest viewing deck in the southern-hemisphere
[MDE252]. Other South Bank attractions include the Victorian Arts Centre [MDE263]
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and Luna Park [MDE263]. Some of the activities and attractions tourist can experience
in Melbourne City are listed in Table A4.5.
Table A4.5: Attractions in Melbourne

Area
North Bank

South Bank

Feature
Melbourne Town Hall
Federation Square
Federation Bells
Royal Exhibition Building
Flinders Street Station
Melbourne Cricket Ground
Old Treasury
Old Melbourne Gaol
Queen Victoria Markets
Melbourne Aquarium
Melbourne Museum
Fitzroy Gardens
- Cook’s Cottage
- Sinclair’s Cottage
Koorie Heritage Trust and Cultural Centre
National Sports Museum
Ghost tours at Old Melbourne Gaol
Laneway tours of restaurants, cafés and street art
Melbourne Cricket Ground tours
Crown Promenade
Crown Entertainment Complex
Crown Casino
Melbourne Exhibition and Convention centre
Melbourne Arts Centre
National Gallery of Victoria
Victorian Arts Centre
State Theatre
Royal Botanic Gardens
Eureka Skydeck 88
Shopping at Direct Factory Outlet South Warf
Luna Park

Database
Citation
MDE143
MDE059
MDE076
MDE151
MDE143
MDE154
MDE174
MDE174
MDE206
MOE126
MDE264
MDE143
MDE143
MDE257
MDE143
MDE143
MDE250
MDE259
MDE034
MDE263
MDE152
MOE123
MDE263
MDE041
MDE263
MDE263
MDE263
MDE174
MDE143
MDE263
MDE263

Some city tours are hosted by volunteers and are free, while others are hosted by
commercial tour operators including a city-wide tour bus and horse-drawn carriages
around one of the city’s main tourist streets [MDE147]. The city provides a series of
brochures for tourists who are keen to tour around the city independently. These
brochures include information and tour routes visitors can follow along with
information about the significance of attractions along those routes. Visitors can also
participate in cruises, boating, or kayaking on the Yarra River [MDE207].
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Some of the most significant historic attractions in the city include:
1. Old Melbourne Gaol built in the mid-1800s, it was the first extensive prison in Victoria
and was used as an American military prison during World War II [MDE240],
2. Flinders Street Railway Station which started operation in 1910 and is Australia’s oldest
railway station, and a popular tourist destination [MDE143]. It is also the busiest
suburban railway station in the Southern Hemisphere with over 1500 trains and 110,000
commuters passing through each day [MDE242]. Its 708 metre main platform is the
fourth longest railway platform in the world [MDE242],
3. The Queen Victoria Markets started trading in 1878, is the oldest trading market in
Melbourne and considered as a heritage attraction [MDE206],
4. Cooks Cottage built in England in 1755 by Captain James Cook’s parents, the cottage
was transported to Melbourne, re-assembled, and officially opened in Fitzroy Gardens in
1934 [MDE241],
5. Old Treasury Building houses the original gold vaults where gold bullion was stored
during the 1950s gold rush [MDE243],
6. Melbourne Cricket Ground built in 1853, the Melbourne Cricket Ground (MCG) is
considered as the home of sport in Australia and an iconic stadium internationally. The
stadium hosted the first Test Cricket in 1877, the 1992 World Cup final, the 1956
Olympic Games, and the 2006 Commonwealth Games [MDE245],
7. Royal Exhibition Building was completed in 1880 for Melbourne’s first international
exhibition and was the site of Australia’s first Federal Parliament in 1901. The site is
listed as a UNESCO World Heritage Site [MDE244].

Other attractions which display the city’s history include the Chinese Museum, Museo
Italiano, Hellenic Museum, the National Sports Museum at the Melbourne Cricket
Ground, and the Melbourne Museum. In addition, the city also has several Aboriginal
heritage sites and attractions including Bunjilaka which is the Aboriginal Cultural
Centre at Melbourne Museum which features several Aboriginal cultural heritage items,
as well as the Koorie Heritage Trust which features Aboriginal artefacts and exhibitions
with the aim of making the Aboriginal culture and history a respected and valued part of
Australian life [MDE246, MDE247].
During the observations, it was noted visitors could access information at various points
across the city. In addition to its two main visitor information centres, the city operates a
City Ambassador service where volunteers walk around major streets in the city
offering tourist information on attractions nearby [MOE027]. The city has several street
performers [MOE032, MOE104], as well as various permanent art installations
[MOE014, MOE029]. It was noted the destination’s attractions and activities were
diverse enough to cater to different demographic groups and interests, offering
something for everyone to participate in [MIE]. Additionally, the interview participant
suggested owing to the grid structure of Melbourne’s road and laneways, visitors get
quickly acquainted with the destination and experience it as a local [MIE].
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Events
The City of Melbourne was voted as the ‘Events Capital’ of Australia at the 2011
Australian Events Awards, where events hosted in Melbourne were nominated as
finalists in three separate categories [MDE225]. The events industry contributes in
excess of AUD 2.4 billion to Melbourne’s economy and the city organises more than
8000 events each year [MDE248]. These events are funded by both the state
government and the city, and aim to attract people from different demographics and
interests [MIE]. The city organises a year-long calendar of events featuring at least one
major event each month [MDE145]. Table A4.6 and Table A4.7 lists the events hosted
by the City of Melbourne.
Table A4.6: Melbourne events calendar

Month

Event

January

Australian Open Tennis
Australia Day
Chinese New Year
T20 International Cricket
Moomba Festival
Formula 1 Australian Grand Prix
Melbourne Food and Wine Festival
International Comedy Festival
ANZAC Day
Melbourne International Coffee Expo.
Good Food and Wine Festival
Melbourne Jazz Festival
Australian International Motor Show
Melbourne International Film Festival
Writers’ Festival
Melbourne Day
Australian Football League Grand Final
Melbourne Spring Fashion Week
Royal Melbourne Show
Mind Body and Soul Festival
Melbourne Cup
Music Week
Knowledge Week
Christmas
Boxing Day Test
New Year’s Eve

February
March

April
May
June
July
August

September

October
November

December
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Table A4.7: Major events hosted in Melbourne
Currently in its third year, the 10 day festival features several local and
Melbourne Music Week
international artists, pop-up performances, retro clothing markets,
gourmet dining, and music markets [MDE051] The event attracted
44,000 visitors in 2012 [MDE038], and is part of Melbourne’s music
strategy aimed at positioning the city as a World Music City
[MDE038]. In 2012, Melbourne Music Week hosted 90 events, 50
concerts, 15 workshops, 10 movie screenings [MDE080], and more
than 200 artists – 75 percent of which were from Victoria [MDE075].
The same year, the event featured the world’s first Giant Theremin
which is a musical instrument controlled by movement [MDE115].
Considered as Melbourne’s iconic music festival, Moomba Festival
Moomba Festival
hosts some of Australia’s most popular and emerging artists. The
festival features 49 acts across three stages by prominent local and
national artists. In 2012, the festival involved a food theme parade
based on the theme ‘Melbourne is Delicious’ and featured prominent
Socceroo players – Australia’s international soccer team – as
ambassadors based on Melbourne’s image as the World’s Sporting
Capital [MDE037, MDE118]. The event attracted one million visitors
in 2012 and has a history of featuring prominent artists including
Abba, AC/DC, and Neil Diamond [MDE037].
This event attracted 550,000 people in 2012 in central Melbourne and
New Year’s Eve
featured a range of fireworks, music, and entertainment at three
official sites across the city [MDE029, MDE030]. For families with
young children, the city also hosted fireworks at 9:30 pm along with a
range of family activities [MDE031]. The event costed the city AUD
2.84 million and included soundtracks created by prominent local
musicians and some of the city’s most popular disk-jockeys [MDE033,
MDE036].
The event celebrates Melbourne as a fashion destination. In its 18th
year in 2012, the Spring Fashion Week featured the productions of
Melbourne Spring Fashion
local designers [MDE087]. In 2011, the event attracted 100,000 people
Week
into the city [MDE087].
Marketed as ‘The Race That Stops the Nation’, with its 150 year
Melbourne Cup Carnival
history, the Melbourne Cup is one of the richest horse races in the
world and features some of the world’s most renowned race horses
[MDE249].

Other notable events hosted by the city include:

1. The First Friday Dance Club: This monthly event gets residents and visitors together to
learn to dance from skilled dance groups. Each month, a different theme of music and
style of dance is selected [MDE006],
2. Sustainable Living Festival: The event encourages sustainable living and features urban
forest walks and a range of 10 events centred on the sustainable theme. The event costed
the city AUD 120,000 in 2013 and was planned to coincide with the launch of the
world’s tallest residential timber building in Melbourne [MDE017],
3. Melbourne Knowledge Week: In its third year (2012) featured 45 events aimed at
highlighting the city’s strengths in higher education and research, creative industries,
science, and communication. The city hosted several lectures, workshops, conferences,
conventions, film screenings, cultural tours, and augmented reality experiences
[MDE039, MDE049] as part of the knowledge week in 2012,

200

4. Mind Body and Soul Festival: In its third year (2012), this event is aimed at senior
Victorians. The festival features workshops on yoga, gardening, nutrition, and guided
tours of the city. A total of 11,500 people attended the festival in 2012 [MDE063],
5. Melbourne Day (3rd August): Celebrates the landing of schooner Enterprise in modern
day Melbourne City on the 30th of August 1835, and remembers all who have made
Melbourne a great city. The city celebrated its 177th birthday in 2012 with free
entertainment, music, and comedy [MDE077].

It was found the events planned by the city aim to give visitors a unique experience of
Melbourne. The events use local talent and take audiences to locations they would not
expect, to give them an experience they would not expect. For example, this would
include staging a rock concert in a cathedral, allowing attendees to have a different and
unexpected experience at the concert, and of the cathedral [MIE].
Culture
Based on domestic research conducted by Tourism Victoria, it was found Melbourne is
seen as Australia’s most vibrant, creative, and edgy city resulting in its being positioned
as Australia’s cultural tourism destination [MDE238]. The Melbourne City Council
notes the culture of Melbourne is based on its vibrant energy, restaurants, fashion
boutiques, café-filled laneways, bars, galleries, and parks, which have contributed to
Melbourne’s status as the World’s Most Liveable City [MDE172].
The city hosts a Cultural Diversity Week each year between the 16th and 24th of March,
to celebrate the diverse and rich multicultural nature of Melbourne [MDE009]. The
event includes activities such as poetry and the Australian Football Harmony Cup, and
offers residents and visitors a chance to experience the cultures of the world. In 2012,
the event included the launch of a movie titled “I Live in Melbourne Now” which was
funded by a 10,000 Dollar grant and tells the story of what migrants experience in
Melbourne [MDE009]. The city has three main cultural precincts which represent its
three main immigrant cultures – Chinese, Italian, and Greek [MDE025]. These precincts
feature culturally themed street decoration and art [MOE065]. Melbourne was noted as
having the largest Greek population outside Greece [MDE201]. In 2012, the city
invested AUD 10.2 million to upgrade these three cultural precincts in recognition of
the diversity they contribute to the city [MDE032]. Based on interview data it was noted
the diversity in culture and ethnicities, and the tolerance and acceptance of people,
contributed to developing a unique friendly culture in Melbourne [MIE].
Art is a major part of Melbourne’s culture and can be found on streets, laneways, and
corners [MDE146, MDE170]. The City Council allocated AUD 12.3 million for art in
the financial year ending June 2013 [MDE213]. Melbourne is known domestically for
its public art initiatives which include art installations on streets, open spaces, and street
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art. These public art initiatives are visible and accessible to all visitors and residents,
and serve as markers of Melbourne’s cultural identity, help increase participation in
Melbourne’s cultural life, and help exhibit Aboriginal and immigrant cultures
[MDE096, MDE181]. Some of the significant street art initiatives include the Giant
Theremin which is a super-sized musical instrument controlled by movement, and
Federation Bells which is considered to be a premium art exhibition featuring 39
upturned bells [MDE148]. Other art exhibitions and cultural events hosted by the city in
2012 include:
1. Cluster (2013): An exhibition at City Gallery on the hidden patterns of street names
[MDE001],
2. Ring Festival (2013): A symposium of talks, concerts, and film screenings which
showcased an array of artistic endeavours estimated to contribute AUD 12 million in
economic benefit to Melbourne [MDE002, MDE092],
3. Hey, Good Looking (2013): The event featured portraits from the city’s arts and heritage
collection of Mayors, Royals, and ordinary Melburnians, at the City Gallery to highlight
the social and cultural changes from 1850 to now [MDE020],
4. Signal 37 (2013): Featured exhibitions, workshops, and performances hosted by local
and international artists for young people between the ages of 13 and 20 to participate in
[MDE026],
5. Through the Magic Lantern (2012): An exhibition at Town Hall City Gallery featuring
old pictures of Melbourne’s parks and gardens [MDE067],
6. Snapped (2012): A photography competition hosted by Melbourne Library services
which encouraged residents to capture Melbourne’s unique culture in a moment
[MDE049, MDE085],
7. Royal Exhibition (2012): An exhibition hosted at Town Hall City Gallery which featured
images and artefacts of the British Royal family and photographs of their visits to the city
[MDE104].

The city has 34 theatres which feature music performances, visual arts, dance, opera,
and comedy [MDE164, MDE165, MDE166, MDE167]. Prominent among these is the
Athenaeum Theatre, which is Melbourne’s oldest cultural institution [MDE164], the
Forum Theatre, which first opened in 1929 [MDE165], and the Princess Theatre, which
is Australia’s most popular theatre – having featured prominent and internationally
acclaimed performances [MDE166]. One of the most recent productions featured in
Melbourne was 100% Melbourne which was a theatrical display of the city’s
demographics at Town Hall which aimed to represent the city’s cultural, age, and
gender diversity [MDE208].
Melbourne also celebrates its Indigenous culture through various art exhibitions and
events each year. Most prominent among these include the Black Nite Cinema in 2013,
which featured art, music, dance, and theatre to explore the Aboriginal and Torres Strait
Islander culture [MDE027] and the Melbourne Indigenous Arts festival in 2012, which
included contemporary and traditional art, music, theatre, dance, literature, and film
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[MDE189]. The city has several galleries where visitors can experience the Indigenous
culture including the Dacou Gallery in Melbourne, which exhibits Aboriginal art and
the Koori Heritage Trust Inc., which is an Aboriginal cultural icon featuring more than
20,000 artefacts, books, art, and photographs [MDE143, MDE159]. Finally, the city
also celebrates several Aboriginal events [MDE197], which acknowledge the
discrimination faced by Indigenous people from British settlers, including:
1. Reconciliation Week (27th May – 3rd June): Commemorates the anniversaries of the
successful 1967 referendum that saw over 90 percent of Australians vote to recognise the
rights of Aboriginal people and the High Court Mabo decision that facilitated the
recognition of the land rights of Aboriginal people. As part of Reconciliation Week,
Melbourne also celebrates the Anniversary of the 1967 Referendum (27th May) and
Mabo Day (3rd June),
2. International Day of the World’s Indigenous people (9th August).

Infrastructure
The city has several sports facilities and community centres to cater to Melbournians’
obsession with sport [MDE014, MDE015]. The city invested AUD 300 million in 2012
to develop the community infrastructure and provide cafés, gardens, sports facilities,
libraries, walking and running tracks, exhibition venues, and performance spaces in its
main precincts [MDE088]. The city focuses on constantly updating its existing
infrastructure. For example, the city invested AUD 5.6 million in 2012 to improve and
enhance the existing 120 kilometre bicycle network [MDE022], with the aim of making
Melbourne a leading cycling city [MDE099]. The city also recently spent more than
AUD 25.6 million to enhance the aesthetics and safety of its main streets and bridges
and replace street furniture [MDE069, MDE210, MDE142].
The city is well connected with various forms of public transport including trams, trains,
and buses [MDE129]. It should be noted Melbourne and Adelaide are currently the only
cities in Australia that use trams as a form of public transport making it fairly novel for
visitors from other parts of the country. Additionally, the city operates a night rider bus
on Friday and Saturday night, for people attending clubs and other alcohol licensed
premises in the city, which travels from the city centre to 300 stops [MDE135]. The city
operates a free city circle tram and visitor shuttle as well as a bike share program for
both visitors and residents [MDE135].
The city currently has more than 500 hectares of open spaces of which 480 hectares is
divided between 24 parks and 34 play grounds [MDE125, MDE126, MDE128]. The
city actively encourages event organisers to hold events and functions in its parks and
provides details on the procedures and documents required [MDE134]. The city has a
range of accommodation services from backpacker accommodation to more expensive
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international hotel chains including the Hilton and Intercontinental. In addition, visitors
and residents have access to several catering services ranging from budget fast-food
chains to different kinds of ethnic cuisine, especially Greek, Chinese, and Italian. The
city tries to ensure its public infrastructure, attractions, and services are accessible for
less mobile visitors [MDE127].
Advertising
Advertising for the City of Melbourne is conducted by Tourism Victoria – which is the
state tourism department responsible for Melbourne City – in association with
Melbourne City Council. In addition to advertising the city, Tourism Victoria also helps
advertise local tourism business and events to potential visitors. As part of its marketing
strategy, Tourism Victoria targets several segments based on the products available in
Melbourne and the state in general. These include tourist interested in backpacking,
culture – owing to Melbourne’s being considered as a cultural capital, spa and
wellbeing, food and wine, shopping, and events [MDE235, MDE237]. Tourism Victoria
markets internationally in the United Kingdom, Germany, New Zealand, United States,
Singapore, China, Hong Kong, Japan, India, and Korea [MDE236]. International
marketing is conducted either through Tourism Victoria’s office in Melbourne or
through representative organisations, airlines, and hotels [MDE236]. Marketing
campaigns conducted by the city are aligned with the City of Melbourne brand as well
as the state brand and aim to create a uniquely Melbourne feel [MIE]. The city avoids
the use of main stream celebrities or advertising in ways which may be perceived as
brash or overly glamorous, and focuses instead on selling itself in a subtle way, using
local talent such as Dannii Minogue, who has been part of the advertisements for the
Melbourne Spring Fashion Week [MIE]. The city predominantly focuses on selling the
Melbourne experience, which they believe is different to that available in other places
[MIE].
‘Play Melbourne’, launched in 2011, was the most recent campaign used to advertise
Melbourne. The campaign was based on research which found Melbourne is Australia’s
most vibrant, creative and edgy city, and Australia’s cultural tourism destination. The
campaign was run in Sydney, Adelaide, Brisbane, Perth, and New Zealand and
employed different kinds of media including television, online, print, digital, radio, and
social media [MDE238]. At the time of writing this case, it was found the city mainly
uses social media sites Flickr, Facebook, and Twitter [MDE280], to advertise events
and attractions, and had 9,550 followers on Twitter and 391,000 followers on its
Facebook page as of June, 2013 [MDE278, MDE279].
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Endorsements
Several celebrities have been associated with the City of Melbourne. Most prominent of
these have been Oprah Winfrey in 2012 who filmed sections of her show at Federation
Square and Ellen DeGeneres in 2013 [MDE266]. Other prominent celebrities associated
with Melbourne include [MDE267]:
1. AC/DC who have sold more than 200 million records internationally started their career
working and living in Melbourne,
2. Cate Blanchett, who studied Economics and Fine Arts at the University of Melbourne,
3. Edward "Eddie" Joseph McGuire, who was born in Melbourne,
4. John Farnham, who moved to Melbourne when he was ten and still resides in the city.

The City of Melbourne has received accreditations and endorsements from third party
organisations. These include:
1. The city was Certified Carbon Neutral by Low Carbon Australia as part of the city’s aim
to become one of the world’s most sustainable cities [MDE008]. The certification was
based on the city’s use of electricity and waste management efforts,
2. World’s Most Liveable City 2011 and 2012 by the Economist Intelligence Unit. This
certification was based on the city’s education, stability, healthcare, culture and
environment, and infrastructure and is credited to Melbourne’s parks, cultural precincts,
restaurants, and major events calendar [MDE081, MDE008],
3. Melbourne was certified as United Nations Educational, Scientific and Cultural
Organization City of Literature in 2008 based on the city’s tradition of literature, culture,
arts, and love for words [MDE103],
4. Melbourne’s Fitzroy Gardens was awarded the Green Flag award in recognition of being
one of the world’s best gardens [MDE016]. Fitzroy Gardens covers 26 hectares of land
and receives 2.5 million visitors each year. Only twelve sites across Australia and New
Zealand were given the same certification. The certification assesses parks based on
safety, facilities, environment, historic features, and community environment,
5. Leadership in Sustainability Prize at the Annual Australian Achievement in Architecture
Awards. The certification was based on the city’s leadership in sustainability through
several green initiatives including the green council building and the implementation of
solar energy initiatives [MDE211],
6. The city was ranked as the fourth best student city in the world [MDE210],
7. In 2009 Melbourne was voted Best Sports City at the SportBusiness Sports Event
Management Awards [MDE248],
8. The Federation Bells were noted on the list of the top ten best public art installations in
the world by Lonely Planet as part of their 1000 Ultimate Experiences publication
[MDE268],
9. The city was also nominated by Lonely Planet’s Asia-Pacific travel editor as one of the
three best destinations in the world for street art along with Belgium and Pittsburgh
[MDE269],
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10. Australian Football League Grand Final held at the Melbourne Cricket Ground was listed
by Lonely Planet as one of the nine iconic sporting events in the world [MDE270],
11. Old Melbourne Gaol was noted as the best cultural and heritage attraction in Australia at
the Qantas Tourism Awards [MOE094, MDE250].

According to TripAdvisor’s Travellers Choice Awards, Melbourne was ranked as the
second best destination in Australia and the fourth best destination in the South Pacific
region in 2012 [MDE272, MDE273]. One of the visitors who rated the city on
TripAdvisor commented [MDE271]:
Lovely, laid-back Melbourne has something for everyone: family fare,
local and international art, haute boutiques, multicultural dining,
Australian and Aboriginal history, spectator sports, and pulsing, swanky
nightlife. Cruise on the free City Circle Tram loop to check out unique
attractions like the Royal Botanical Gardens and the Healesville
Sanctuary, which buzzes with local animal species.
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Placement in Popular Culture
The City of Melbourne has been placed as the backdrop in several Australian and
international television shows and movies. Some of the prominent television shows and
movies are listed in Table A4.8 [MDE275, MDE276, MDE277].
Table A4.8: List of film and television shows filmed in Melbourne
-Neighbours (1985 - present)
Australian television shows
-Kath & Kim (2002-2007)
-The Secret Life of Us (2001-2005)
-SeaChange (1998-2000)
-RocKwiz (2005 - present)
Australian films

-The Story of the Kelly Gang (1906) starring Elizabeth Tait, John
Tait, and Norman Campbell
-The Man from Snowy River (1982) starring Tom Burlinson,
Terence Donovan, and Kirk Douglas
-The Castle (1997) starring Michael Caton, Anne Tenney, and
Stephen Curry
-Animal Kingdom (2010) starring James Frecheville, Bryce
Lindemann, and Joel Edgerton
-Crackerjack (2002) starring Mick Molloy, Bill Hunter, and Frank
Wilson.
-Death in Brunswick (1991) starring Sam Neill, Zoe Carides, and
John Clarke
-Ned Kelly (2003) starring Heath Ledger, Orlando Bloom, and
Geoffrey Rush
-Big Mamma's Boy (2011) starring Frank Lotito, Holly Valance, and
Carmelina Di Guglielmo

International films

-Mad Max (1979) starring Mel Gibson, Joanne Samuel, and Hugh
Keays-Byrne
-Salam Namaste (2005) was the first Indian movie filmed entirely in
Australia using various locations in Melbourne and regional
Victoria. Featuring prominent Indian celebrities including Preity
Zinta, and Saif Ali Khan
-Charlotte's Web (2006) starring Julia Roberts, Steve Buscemi,
and Oprah Winfrey
-Ghost Rider (2007) starring Matt Long, Nicolas Cage, and Eva
Mendes
-Where the Wild Things Are (2009) starring Catherine Keener,
James Gandolfini, and Angus Sampson

The movies and television shows listed in Table A4.8 either display the city’s
prominent attractions including Federation Square and the Flinders Street Station or
include the destination as part of its story line. The city has also been included in music.
The most popular being Let’s Take a Trip to Melbourne in 1934 sung by Clement Q
Williams [MDE274].
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Sources of Data
In-depth interview
An in-depth interview was conducted with a representative from the City of Melbourne.
The interview was conducted at the office of the City of Melbourne and was 31 minutes
in duration. Data from the interview has been integrated in the case findings presented
above and has been cited as MIE.

Electronic documentary evidence
Source

URL

Database code

City of Melbourne
Visit Melbourne

http://www.melbourne.vic.gov.au/
http://www.visitmelbourne.com/

Old Melbourne Gaol
Only Melbourne

http://www.oldmelbournegaol.com.au/
http://www.onlymelbourne.com.au/

That’s Melbourne

http://www.thatsmelbourne.com.au/

Museum Victoria
Koorie Heritage Trust
Melbourne Cup
News.com.au
Lonely Planet
TripAdvisor
National Film and Sound Archive
Twitter
Facebook
Australian Bureau of Statistics

http://museumvictoria.com.au/
http://www.koorieheritagetrust.com/
http://melbournecup.com/
http://www.news.com.au/
http://www.lonelyplanet.com/australia
http://www.tripadvisor.com.au/
http://www.nfsa.gov.au
http://www.twitter.com
http://www.facebook.com
http://www.abs.gov.au/

MDE001-MDE225
MDE226-MDE238,
MDE280
MDE239
MDE240, MDE267,
MDE275-MDE277
MDE241-MDE245,
MDE248
MDE246
MDE247
MDE249
MDE266
MDE268-MDE270
MDE271-MDE273
MDE274
MDE278
MDE279
MDE281, MDE282
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Non-electronic documentary evidence

MDE252: Brochure Discover Melbourne

MDE250: Brochure Old Melbourne Gaol
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MDE257: Brochure A Walk in the Park
MDE259: Brochure Arcades and Lanes
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MDE264: Brochure Melbourne Museum
Exhibit

MDE260: Brochure Secret Gardens
MDE263: Melbourne Visitor Maps

211

Observation Route
Melbourne visitor map indicating in red the route taken during observations.
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Observations

MOE017: Luxury brands (Prada) sold in
Melbourne
MOE014: Street art installation – one of
many observed on Melbourne streets

MOE023: Street art tour

MOE015: Luxury brands (Louis Vuitton)
sold in Melbourne

MOE027: Visitor information providers (in
red shirt) on Melbourne’s main streets

MOE016: Luxury brands (Armani) sold in
Melbourne

MOE029: Street art in Melbourne laneways
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MOE032: Street performer

MOE089: Temporary exhibit at Melbourne
Museum

MOE091: Information plaque at Royal
Exhibition Building and Carlton Gardens

MOE065: China Town precinct

MOE085: Temporary exhibit at Melbourne
Royal Exhibition Building

MOE094: Old Melbourne Gaol
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MOE104: Street performers at the mall

MOE123: Crown Casino and Entertainment
Complex

MOE126: Melbourne Aquarium
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Case 3: Gold Coast
The Gold Coast is the sixth largest City in Australia [GCDE142] with a total population
of 494,501 according to the 2011 census [GCDE234]. Unlike Sydney and Melbourne,
the entire Gold Coast region falls within the same Local Government Area shown in
Figure A4.5. Thirty-five percent of Gold Coast residents were born overseas with the
most common countries being New Zealand, England, South Africa, Japan, and China
[GCDE234].

Figure A4.5: Gold Coast

The beaches are considered to be the Gold Coast’s biggest attraction with 483,000
visitors to the coast taking part in marine activities each year [GCDE121]. The city has
a total of 11 million visitors each year, with about 28,900 visitors each day [GCDE121,
GCDE140]. Ninety-two percent of visitors to the Gold Coast are from within Australia
and the remaining eight percent from overseas mainly Japan, New Zealand, and China
[GCDE140]. In terms of visitor numbers, the Gold Coast ranks third in Australia behind
the capital cities of Sydney and Melbourne [GCIE]. The tourism sector employs
approximately 18,500 people and visitors to the coast spend around AUD four billion
each year [GCDE140]. The data for this case was collected between May and June
2013.
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Findings
The Gold Coast is divided into multiple towns each with their own town centre and
activities. Notable amongst these towns were Broadbeach, Surfers Paradise, Main
Beach, Palm Beach, Miami, Burleigh Heads, and Coolangatta – with Surfers Paradise
and Broad Beach being the most prominent for tourism purposes. The Gold Coast is
considered as a holiday destination and is known in Australia for its beaches, theme
parks, and ‘party’ atmosphere.
Attractions
The Gold Coast’s main attraction is its beaches and waterways [GCDE014]. During the
observations, it became apparent the beaches, waterways, and the SkyPoint Observation
Deck – which is credited as being the only beachside observation deck in Australia
[GCDE241], were the Gold Coast’s biggest tourist attractions. This was confirmed
through informal conversations with the staff at the Surfers Paradise visitor information
centre as well as through the interview conducted with a representative of the Gold
Coast City Council [GCIE]. Activities available relate to the beach and the ocean and
include whale watching, surfing, cruises, diving, and snorkelling. Some of the
attractions and activities available at the two most popular Gold Coast destinations are
listed in Table A4.9.
Table A4.9: Attractions on the Gold Coast

Area

Feature

Database
Citation

Surfers
Paradise

Draculas Haunted House
SkyPoint Observation Deck
Ripley’s Believe It Or Not! Odditorium
Surfers Paradise Beachfront Markets
The Wax Museum
CSI: The Experience Interactive Exhibit
Centro Surfers Paradise
King Tutts Putt Putt
SkyPoint Building climb
Jet Flight simulator
Timezone Surfers Paradise
Jupiters Hotel and Casino
Draculas Cabaret Restaurant/Circus
Aussie Waterballs
Shopping at Oasis Mall

GCDE241
GCDE237
GCDE241
GCDE201
GCDE247
GCDE241
GCDE241
GCDE238
GCDE237
GCDE194
GCDE247
GCOE002
GCDE247
GCDE201
GCOE013

Broad Beach

The Gold Coast has four main pull factors. These are the beach, the hinterlands,
entertainment venues, and the theme parks [GCIE]. The Gold Coast has a total of 21
beaches spread across 52 kilometres [GCDE155, GCDE156]. The city has around
29,000 hectares of parklands and natural areas and 1000 hectares of wetlands and
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waterways [GCDE161]. Lamington and Springbrook national parks are both listed by
UNESCO as World Heritage Sites [GCDE241].
The coast has a diverse range of entertainment available for visitors. This includes city
tours, helicopter tours, ghost tours, tours of caves filled with glow worms, water base
activities such as offshore fishing, aqua duck tours conducted on amphibious vehicles,
cruises, snorkelling, jet boating, tall ship sailing, and whale watching, as well as
shopping, sports, and the night life [GCDE194, GCDE238, GCDE241]. Other activities
available on the Gold Coast include sky diving, go-karting, and golf [GCDE240].
Visitors can experience the several art and crafts, and farmers markets on the coast
[GCDE163, GCDE201]. The Gold Coast has the largest concentration of theme parks in
the Southern Hemisphere, some of the most prominent of these being Sea World,
Dreamworld which is Australia’s largest theme park, Wet ‘n’ Wild Water World which
is Australia’s largest water theme park, Currumbin Wildlife Sanctuary, Warner Bros.
Movie World, WhiteWater World, Australian Outback Spectacular, Infinity Indoor
Maze, Holden Performance Driving Centre, Tropical fruit world, the Wax Museum –
which is the largest wax museum in Australia, and Adventure Parc [GCDE191,
GCDE195, GCDE197, GCDE241]. The Gold Coast was noted as the only place in the
Southern Hemisphere where theme parks have been successful and where a collection
of theme parks have managed to operate profitably [GCIE].
The city constantly spends on maintaining its attractions. This includes new rides at the
local theme parks as well as upgrading the beaches by replenishing sand and improving
available facilities [GCDE21, GCDE40]. It was interesting to note the combination of
product offerings available at the destination, which encompasses the beach, the
hinterlands, entertainment and the theme parks, is considered its strongest asset [GCIE].
This combination of experiences available to visitors is believed to be unique to the
Gold Coast and caters to the different needs of different visitors [GCIE].
Events
The Gold Coast hosts a range of events each year. These events have contributed to the
Gold Coast’s reputation of being an emerging events city [GCDE073]. The coast hosts a
total of 600 sport events each year [GCDE241]. Some of the cultural events hosted by
the coast are listed in Table A4.10, while some of the prominent events hosted by the
Gold Coast are listed in Table A4.11.
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Table A4.10: Gold Coast's cultural events calendar

Month

Event

January

Big Day Out
Australia Day
Summafieldayze
Somerset Celebration of Literature
Film Festival
World Tai Chi Day
Blues Broadbeach
NAIDOC week
Jazz Festival
In the Bin Short Film Festival
Swell Currumbin Sculpture Festival
Tastes of Gold Coast Festival

March
April
May
July
August
September

Table A4.11: Major events hosted on the Gold Coast
Celebrated for the first time in 2013, this new event marks the birthday
Celebrate Gold Coast
of the Gold Coast and is set to feature on its annual calendar of events
now on. The event featured free, fun, family friendly activities,
including two stages of entertainment, and other exhibitions, displays,
activities, and performances which showcase what residents love about
the coast, its past and possible future. The event focused on the
culture, lifestyle, heritage, flavours, fun, and future of the Gold Coast
[GCDE006].
Celebrating its third year in 2012, the event hosted a charity bike ride,
Bring on Spring
movies, music, skateboarding, car shows, singing competitions, and
Ironman obstacles [GCDE083, GCDE084].
Held annually, the event features sports competitions between students
Australian Uni Games
from 40 different universities across Australia [GCDE193]. In 2011,
the event attracted 6,460 athletes and injected seven million into the
city’s economy [GCDE096].
Currently in its 85th year (in 2013), the event is considered to be an
Mudgeeraba show
old-fashioned country show which includes a music festival,
blacksmith demonstrations, oven cooking, sheep shearing, and vintage
cars and bikes. In 2012, the event hosted a wood chopping and
equestrian competition along with fireworks [GCDE099].
Considered as a happening [GCIE], schoolies is a celebration to mark
Schoolies
the completion of high school [GCDE193] and can attract anywhere
between 30,000 to 60,000 school leavers to the Gold Coast each year
[GCIE].
First held in 1915, the event is currently one of the country’s premier
Australian Surf Life Saving
sporting events, attracting in excess of 10,000 participants and visitors
Carnival
each year [GCDE169, GCDE233].
Gold Coast 600

Big Day Out

Ladies Masters Golf
Quiksilver and Roxy Pro

A three-day carnival featuring Australian V8 super cars [GCDE193].
The event celebrates motor racing, has included performances by
artists such as the Good Charlottes, and been attended and endorsed by
Hollywood celebrities including Patrick Dempsey [GCDE073].
Features prominent local and international singers and bands. The
event celebrated its 20th anniversary in 2012 and attracted an estimate
audience of 55,000 [GCDE139].
First held in 1990, the event attracts elite female golf players from
around Australia and overseas [GCDE193].
The Quicksilver Pro and Roxy Pro are world surfing championships
tour events for men and women respectively [GCDE254]. Both events
showcase the sport’s top athletes.
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Table A4.11 (cntd.): Major events hosted on the Gold Coast
First held in 1979 as the Gold Coast Marathon, the race was renamed
Gold Coast Airport Marathon
as the Gold Coast Airport Marathon in 2003 and has grown from
11,063 competitors then, to 30,000 plus in 2013 [GCDE250,
GCDE251]. The event is staged annually on the first Sunday in July
and attracts both domestic and international runners. The race event
includes performances by musicians and entertainers around the
racecourse as well as lunch annually attended by Australian running
legends Rob de Castella, Steve Moneghetti, Lee Troop, and Pat
Carroll [GCDE252].
The event is considered to be Queensland’s biggest thoroughbred
Magic Millions
racing event and is often compared to the Melbourne Cup Carnival
[GCDE253]. The event hosts thoroughbred sales and races.
Considered to be one of the best boat shows in the Asia/Pacific region,
Sanctuary Cove International
the event celebrated its 25th year in 2013 [GCDE255]. The event
Boat Show
brings together the best of the boating industry to showcase the latest
products and boating developments nationally and internationally. The
show displays a wide selection of products ranging from super yachts
to jet skis, kayaks, and navigational gear.

Other events hosted by the city include:

1. Movies Under The Stars: Where movies are screened in one of the city’s parks and
gardens [GCDE005],
2. The 2013 Asia Pacific Cycle Congress: The congress focused on transport planning, and
the cycling industry [GCDE027],
3. Gold Coast in World War Two exhibition (2013): The exhibition featured photographs,
film footage, and oral histories of American and Australian troops on the Gold Coast
[GCDE029],
4. Tour de Valley (2012): The first high profile time cycling event held in Australia. The
aim of the event was to promote the Gold Coast as an events and cycling centre
[GCDE089],
5. Pet and Animal Expo: Currently in its tenth year (2012), the event features more than 150
workshops and demonstrations on being responsible pet owners [GCDE075, GCDE085],
6. New Year’s Eve: Celebrated annually, and in 2012 included fireworks viewable from
seven locations around the coast. The event was attended by an estimated 30,000 visitors
[GCDE040],
7. Heritage Expo and Fair: A biennial event which in 2012, was themed around the 1940s.
The event included songs, costumes, professional antique evaluations, traditional 1940s
games, vintage cars and caravans, markets, and music [GCDE104, GCDE115],
8. Youth Week: Part of the National Youth Week run annually in Australia. In 2013, the
Youth Week featured sports, dragon boat races, live music, DJ workshops, and rides,
based on the theme of ‘Be Happy, Be Active, Be You!’ [GCDE017]. The Youth Week
also included a music jam session in local libraries along with members of local bands
[GCDE113].

The city has on average at least 150 free weekly activities for residents to participate in
[GCDE048]. The city will be hosting the PanPacific Swimming Championships in 2014
and the Commonwealth Games in 2018 [GCDE009, GCDE053]. The interview
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conducted indicated the Gold Coast’s weather conditions make it a favourable choice
for hosting sporting events [GCIE]. It was noted the Gold Coast has a high event
participation and spectator attendance rate compared to other possible host destinations
which contributed to making it a top three player in hosting major events in Australia
[GCIE]. The Gold Coast aims to host at least one major event each month and is
currently in the process of attracting more cultural events to complement existing events
[GCIE].
Culture
The city’s culture is based on art, music, the Indigenous culture, and its beach lifestyle.
In 2012, the city increased its funding of arts and culture to AUD 3.74 million
[GCDE102]. The city’s tourism boom is credited to its relaxed, fun, and glamorous
lifestyle [GCDE205]. The Gold Coast beaches contribute to a surf culture valued at 1.4
billion and 12.6 percent of its employment [GCDE100]. The beach culture and holiday
lifestyle of the Gold Coast was strongly visible during the observation process through
the choice of street art and installations across the coast including sculptures of
mermaids, whales, and paintings of surfers on electricity meter boxes [GCOE011,
GCOE035, GCOE014, GCOE050]. Additionally, the holiday culture was also
confirmed through the interview conducted in which the participant commented there
are roughly twenty-three tourists for every resident visiting the Gold Coast each year
which means that a majority of those on the Gold Coast are on holiday [GCIE].
In addition to the cultural events included in Table A4.10 above, the city hosts several
other cultural events including:
1. Art in the Park: A new event that features music, pop-up markets, sculpture walks, art
demonstrations, and workshops on photography, sand sculpting, chalk art, and botanical
drawing with prominent music brands and artists [GCDE010]. The aim of the event is to
demonstrate the depth and diversity of the city’s art and engage visitors and locals with
art and culture [GCDE012, GCDE016],
2. A-Venue Making Music: Aimed at 14 to 19 year-olds to give them the opportunity to jam,
rehearse, and play live over a 10 week period. As part of the event, participants were
given access to coaches, technicians, and space to rehearse [GCDE033],
3. Gold Coast Aboriginal and Torres Strait Islander Art Awards: The event provides
Indigenous artists with the opportunity to exhibit their art to the community [GCDE069],
4. Somerset Celebration of Literature: A leading writing festival in Australia [GCDE153].

The city’s culture is also influenced by its Indigenous residents through contemporary
art, music and dance, books, and sites of cultural significance [GCDE144]. Predominant
among the sites are:
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1. The Yugambeh Museum, Language and Heritage Research Centre that was the 2008
winner of the ABC Radio National Marvellous Regional Museum Award and the
Museums and Gallery Services Queensland award for the best museum with six or less
staff,
2. The Drumley Walk that celebrates the life of respected Indigenous leader Billy Drumley
(1853-1950). The walk marks the 70 km path Drumley walked from Beaudesert to South
Port to visit his sister.

Additionally, the city provides several venues for residents and visitors to experience
the local culture. These include the Art Centre Gold Coast, which hosts a regular
program of art and foreign films [GCDE149], film studios, which have contributed to
making film the largest creative industry sector on the Gold Coast [GCDE149], the
Gold Coast Jazz and Blues Club [GCDE150], as well as public art installations
including sculptures, street furniture, murals, and memorials, which help express the
diversity of the Gold Coast [GCDE154].
Infrastructure
It was found the Gold Coast provided a range of different kinds of accommodation
facilities including hotels, resorts, serviced apartments, tourist parks, camping sites, and
hostels [GCDE241]. The city has a total of 500 restaurants and cafés [GCDE162], 600
kilometres of bikeways, and 926 kilometres of paths and walkways [GCDE169]. Based
on analysing the city’s media releases, it was found the city constantly spends on
maintaining and improving its existing infrastructure. Some of these projects included:
1. Repairs to the sea wall at Miami beach costing AUD 950,000 in 2013 [GCDE004],
2. Redevelopment of the Gold Coast Aquatic Centre into an international standard complex
at a cost of more than AUD 41 million in 2013 [GCDE022, GCDE053],
3. Improvements to skate and BMX parks costing more than AUD 350,000 to enhance the
standard of riders [GCDE035, GCDE044],
4. Upgrades to provide safe and efficient road systems costing more than ten million
Australian Dollars [GCDE050, GCDE066].

In addition to these, the city is currently involved with 27 infrastructure improvement
projects, with a combined cost of AUD 1.3 million, involving disability upgrades and
improvements to beach showers and waterways [GCDE092]. The expressed aim of
these projects is to ensure the infrastructure keeps up with the city’s growth
[GCDE092]. The city is also well connected with various forms of public transport
including buses, monorail, taxis, trains, ferries, as well as a night link service for people
attending clubs and other alcohol licensed premises in the city on Friday and Saturday
[GCDE173, GCOE001, GCOE020, GCOE049].
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During observations, it was noted the Gold Coast has several open spaces, parks, and
restaurants [GCOE006, GCOE015, GCOE046, GCOE054]. The city has several
pathways, cycle ways, and exercise equipment along the beach, which provided the
opportunity for visitors to exercise [GCOE036]. A tourist bus service was also available
to visitors, which helped connect the main beaches and theme parks [GCDE049].
Advertising
Tourism and Events Queensland is the body responsible for advertising the Gold Coast
both domestically, and internationally. Internationally, Tourism and Events Queensland
advertise through offices or representatives based in fourteen countries and regions
including America, China, France, Germany, Hong Kong, Italy, India, Japan, Korea, the
Middle East, New Zealand, South East Asia, Taiwan, and the United Kingdom,
operating separate websites for each [GCDE217]. The domestic market is the number
one market for the Gold Coast [GCIE] and promotions activities to this market focuses
on demonstrating the product and experience the Gold Coast has to offer. The
advertisements focus not only on advertising the theme parks, the hinterlands, the
entertainment venues, and the beaches – which are the coast’s four main offerings – but
also on advertising particular activities which tourists can participate in, which depart
from the traditional perception of the Gold Coast as being only a beach and theme park
destination [GCIE].
The most recent campaign used by Tourism and Events Queensland to market the Gold
Coast was the ‘Gold Coast Famous for Fun’ campaign in 2011. The campaign was
developed based on research with 6000 Australians and industry consultants, and found
the Gold Coast is considered to be Australia’s playground and is famous for its climate,
beaches, theme parks, hinterlands, and range of activities, which provided Australians
with an escape from their regular routine [GCDE211]. Accordingly, the campaign
aimed at selling the tourism experience of the theme parks, beaches, and hinterlands
[GCDE212]. The campaign was based on the Gold Coast’s diverse offering, which is
capable of catering to whatever the visitor desires and considers as fun [GCIE]. Famous
for Fun was targeted at two main target markets: social fun seekers whose main
motivation to travel was a holiday and to have a fun time, and connectors who travel to
connect with people they care about [GCDE212]. Together, these markets constituted
58 percent of the Gold Coast travel market [GCIE]. The destination spent AUD 500,000
on television advertisements as part of the Famous for Fun campaign [GCDE219]. In
addition, it was noted the city continually used different media to advertise the
destination. This predominantly included print, radio, online, and social media such as
Facebook, where the city’s page had 667,267 followers, and Twitter, where the city had
8,614 followers in June, 2013 [GCDE218, GCDE220, GCDE221]. Currently, the Gold
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Coast’s Facebook page is the fifth most popular travel category profile in Australia
behind Tourism Australia, Tourism Queensland, Sydney, and Melbourne [GCIE].
It was found the Gold Coast tends to use celebrities based on the specific campaign
being conducted [GCIE]. Profile pieces have been published in print media about
celebrities who live on the Gold Coast, or what celebrities who do not reside on the
Gold Coast enjoy about it. Some of the celebrities used in previous advertisement
campaigns include professional Australian rugby league players, Ben Hannant, Ashley
Harrison, and Scott Prince, professional surfer, Stephanie Gilmore, and Australian
actress, Tanya Zaetta [GCIE].
Endorsements
The city has received several accreditations and endorsements from third party
organisations. These include:
1. The southern surfing points of the Gold Coast – Snapper-Kirra, Currumbin, and Burleigh
Heads, have been listed as a National Surf Reserve, in recognition of being the best
surfing beaches in the world [GCDE100, GCDE131]. There are only eleven National
Surf Reserves in Australia,
2. Four Gold Coast beaches were listed in the top ten beaches in Australia by TripAdvisor,
with Burleigh Heads being noted as the best beach in Australia in 2012 [GCDE122],
3. Lamington National Park and Springbrook National Park are listed as UNESCO World
Heritage Sites [GCDE231, GCDE241],
4. Surfers Paradise was listed as the sixth best destination in Australia by TripAdvisor
[GCDE228]. One visitor commented [GCDE229]:
The aptly-named Surfers Paradise is just that — a haven for those who pay
homage to the gods of the sea by attempting to become one with the waves. The
beach here is a golden stretch of soft sand that provides the perfect ambiance for
a day of catching waves, catching a Frisbee, or just catching some rays. Refuel at
one of Surfers Paradise's 150 restaurants and cafés, or hit a Northside day spa to
soothe your surf-weary muscles and smooth your sun-kissed skin.

The Gold Coast developed into a tourist destination owing to its association in 1885
with the Governor of Queensland, Sir Anthony Musgrave, who built a seaside home
near Southport, making the coast a popular vacation spot for the wealthy and influential
[GCDE203]. Some of the most prominent celebrities born on the Gold Coast include
Summer Fisher, known for her role in Scooby Doo, and singer and song writer, Cody
Simpson [GCDE232]. In 2007, a poll conducted by the travel website travel.com.au
indicated that the Gold Coast was a popular destination for celebrities with Paris Hilton,
Diana Ross, and Tara Reid being listed as regular visitors [GCDE223]. More recently,
Gold Coast restaurants were noted as being the “preferred playground for international
celebrities, sporting legends and business kingpins” [GCDE224]. These include
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Beyonce, Jay Z, Lady Gaga, Will Ferrell, Jess Hart, Bill Gates, Pink, Cuba Gooding Jnr,
Suraj Sharma, and Harvey Keitel [GCDE224]. The Gold Coast has also used celebrities
as ambassadors for events hosted by the city. For example, Australian singer, Daryl
Braithwaite led the 2012 Easter show [GCDE116].
Through interviews it was found the Gold Coast adopts a proactive strategy to gain
media endorsements [GCIE]. This involved inviting bloggers and travel journalists to
the destination and developing a two to five day itinerary for them to experience the
Gold Coast. On average, the coast invites 130 travel journalists domestically and
internationally each year.
Placement in Popular Culture
The Gold Coast has been placed as the backdrop in several Australian and international
television shows and movies. According to the Internet Movie Database, a total of 264
movies and television shows have been filmed at the Gold Coast [GCDE226]. Some of
the prominent television shows and movies are listed in Table A4.12 [GCDE222].
Table A4.12: Movies and television shows filmed on the Gold Coast
Reef Doctors (2013 – present)
Australian television shows
The Strip (2008)
Sea Patrol (2007 – present)
Big Brother Australia (2012 – present)
International television shows

Terra Nova (2012)

Australian films

Kokoda: 39th Battalion (2006) starring Jack Finsterer, Travis
McMahon, and Simon Stone
Mental (2012) starring Liev Schreiber, Toni Collette, and Anthony
LaPaglia

International films

Scooby Doo (2002) starring Freddie Prinze Jr., Sarah Michelle
Gellar, and Matthew Lillard
See No Evil (2006) starring Glenn Jacobs, Christina Vidal, and
Michael J. Pagan
Aquamarine (2006) starring Emma Roberts, Joanna 'JoJo' Levesque,
and Sara Paxton
Shankar Dada Zindabad (2007) an Indian film starring Chiranjeevi,
Srikanth, and Karishma Kotak
Singh is King (2008) an Indian film starring Akshay Kumar, Katrina
Kaif, and Om Puri
The Ruins (2008) starring Jonathan Tucker, Jena Malone, and Laura
Ramsey
The Chronicles of Narnia: The Voyage of the Dawn Trader (2010)
starring Georgie Henley, Skandar Keynes, and Ben Barnes
Iron Sky (2012) a Finnish film starring Julia Dietze, Christopher
Kirby, and Götz Otto
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The movies and television shows listed in Table A4.12 display the city and its beaches.
In addition, the city was also the last stop in Jamie Oliver’s Ministry of Food tour in
January, 2013 [GCDE048]. Jamie Oliver is a British chef and media personality known
for his television cook shows and books and more recently for his campaign against the
use of processed foods in schools. As part of this tour, Jamie Oliver hosted cooking
demonstrations and courses around the city. In addition, Dreamworld, one of the theme
parks on the Gold Coast, is home to the house used in Big Brother Australia
[GCDE230]. The Gold Coast has also been placed in music in the 1953 song, sung by
Gwen Ryan It’s Hot in Brisbane but it’s Coolangatta [GCDE249]. The song was
considered to be part of the effort to promote the Gold Coast as a tourism destination.
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Sources of Data
In-depth interview
An in-depth interview was conducted with a representative from the Gold Coast
Tourism Corporation. The interview was conducted at the office of the Gold Coast
Tourism Corporation and was 47 minutes in duration. Data from the interview has been
integrated in the case findings presented above and has been cited as GCIE.

Electronic documentary evidence
Source

URL

Database code

City of Gold Coast

http://www.goldcoast.qld.gov.au/default.html

Visit Gold Coast

http://www.visitgoldcoast.com/

Goldcoast.com.au

http://www.goldcoast.com.au

Tourism Queensland
Gold Coast Information
Facebook
Twitter
Business Gold Coast
Sydney Morning Herald
News.com.au
Internet Movie Database
National Surfing Reserve
TripAdvisor
NineMSN
O’Reillys Rainforest
Events Gold Coast

http://www.tq.com.au
http://www.goldcoastinfo.net
http://www.facebook.com
http://www.twitter.com
http://businessgc.com.au/
http://www.smh.com.au/
http://www.news.com.au/
http://www.imdb.com/
http://www.surfingreserves.org/
http://www.tripadvisor.com.au/
http://ninemsn.com.au/
http://www.oreillys.com.au/
http://www.eventsgoldcoast.com.au/

Australian Bureau of
Statistics
National Film & Sound
Archive
Gold Coast Airport
Marathon

http://www.abs.gov.au/

GCDE001-GCDE180,
GCDE204-GCDE210
GCDE191, GCDE195GCDE202
GCDE192-GCDE194,
GCDE219, GCDE224
GCDE211-GCDE218
GCDE203
GCDE220
GCDE221
GCDE222
GCDE223
GCDE225
GCDE226, GCDE232
GCDE227
GCDE228, GCDE229
GCDE230
GCDE231
GCDE233, GCDE252GCDE255
GCDE234

http://www.nfsa.gov.au/

GCDE249

http://www.goldcoastmarathon.com.au/

GCDE250, GCDE251
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Non-electronic documentary evidence

GCDE238: Brochure hello Gold Coast

GCDE237: Brochure SkyPoint Climb and
Observation Deck

GCDE240: Gold Coast Tourism Magazine
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GCDE241: Official Visitors Guide

GCDE247: Brochure Gold Coast visitor
map and guide
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Observation Routes
Gold Coast visitor map indicating in red the route taken during observations.
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231

232

Observations

GCOE001: Taxi rank near Broadbeach mall

GCOE011: Statue at Broadbeach beach

GCOE002: Jupiter Casino

GCOE013: Broadbeach Oasis Mall

GCOE006: Children’s play area near
Broadbeach Beach

GCOE014: Whale tail fountain at
Broadbeach Oasis Mall
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GCOE015: Restaurants at Broadbeach mall

GCOE036: Chin-up bar along the beach
alongside other exercise equipment (not in
frame)
GCOE020: Broadbeach monorail system

GCOE046: Walk/Cycle path along the
beach

GCOE035: Statue at Mermaid Beach
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GCOE054: Park on the Gold Coast – one of
many observed across the city

GCOE049: Bus timetable indicating tourist
bus routes

GCOE050: Painting of surfer on
Broadbeach electricity meter box
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Case 4: Lord Howe Island
Lord Howe Island is located in the South Pacific Ocean around 700 kilometres northeast of Sydney. The island is part of the state of New South Wales and is 11 kilometres
long and around three kilometres wide, covering an area of 1455 hectares – with threequarters of it classified as a national park [LHDE028]. Lord Howe is home to 400
residents and has a total of 15,000 visitors each year [LHDE028]. Trips to the island are
mainly organised by three main travel agents and only 400 visitors are allowed at any
one time [LHDE099]. A map of the island is shown in Figure A4.6.

Figure A4.6: Lord Howe Island

Visitors need to pay an environment levy of AUD 19.50 per sector or a total of AUD 39
for a return ticket [LHDE032]. This amount goes towards supporting the island’s
environmental programs and efforts. Additionally, passengers arriving by air pay a
passenger levy of AUD 30 which contributes to upgrading the airport terminal and
runway. These amounts are included as part of the travel air fare [LHDE032]. The data
for this case was collected between June and July 2013.

236

Findings
Lord Howe is fashionable for older Australian travellers, honeymooners, and ecotourists looking to experience its rare endemic bird and plant life [LHDE125]. The
natural environment is the island’s most important resource and a majority of the state
funding received is spent on protecting its natural ecosystem [LHDE001]. The island is
a popular destination for researchers studying marine life and its endemic flora and
fauna [LHDE004].
Attractions
The activities and attractions on Lord Howe are predominantly situated around its
natural resources. The island is home to 241 species of plants out of which 113 are
found only on the island, and 1600 insect species of which 60 percent are found only on
Lord Howe [LHDE033]. Sixty species of animals and plants that live on Lord Howe are
listed as threatened species [LHDE020]. The island is home to the southern-most coral
reef in the world and the only reef in New South Wales [LHDE033]. Researchers have
identified 90 species of hard coral on the reef, estimating that there are many new
species of coral yet to be discovered [LHDE004].
Two of the most prominent attractions are Mount Gower and Ball’s Pyramid. Mount
Gower is noted as the highest point on the island and is considered to be one of the best
day walks in Australia [LHDE086]. The mountain is also an iconic part of Lord Howe
and is included on its flag [LHOE032]. Ball’s Pyramid is roughly 23 kilometres southeast of the island and is the world’s tallest sea stack [LHDE088]. Ball’s Pyramid is
often visited as part of boating trips and is one of the island’s best scuba dive sites.
Other attractions and activities available on Lord Howe Island are listed in Table A4.13.
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Table A4.13: Attractions on Lord Howe Island.

Feature

Database
Citation

Fishing
Nature tours/Eco-tours
Island cruises
Golf
Camping
Snorkelling
Scuba diving
Fish feeding
Bird watching
Trekking/bush walking
Mt Gower
Ned’s Beach
Ball’s Pyramid
Malabar Hill
Old Settlement
Lord Howe Museum

LHOE013
LHDE013
LHOE019
LHDE014
LHDE026
LHDE050
LHDE033
LHDE123
LHDE035
LHDE124
LHDE086
LHDE087
LHDE088
LHDE093
LHDE094
LHDE120

Bird watching, fishing, snorkelling, scuba diving, and bush walking are some of the
popular activities. Fourteen species of birds breed on the island and the island hosts 130
permanent or migratory species [LHDE035]. Lord Howe is the only known breeding
ground of the Providence Petrel [LHDE036]. Several bird watching tours are conducted
on the island [LHOE016]. Commercial fishing is forbidden around the island making it
one of the world’s top recreational fishing sites [LHDE040]. There are ten designated
charter fishing boats in operation which provide visitors with a variety of fishing
opportunities off rocks, in the lagoon, out at sea, or on shore [LHDE041, LHDE042]. In
addition to its coral, the island is home to 500 species of fish making it ideal for
snorkelling or scuba diving. During the observations, informal conversations between a
visitor and a scuba dive organiser indicated they planned to host different kinds of scuba
and free body dives in the future to provide visitors with a new way to experience the
reefs. The water around the island is considered as the world’s cleanest ocean, and is
often compared to swimming in an aquarium [LHDE051]. The island has around 60
world-class dive sites [LHDE057]. There are twelve walking paths to suit different
capabilities with the Mt. Gower path being one of the best walk paths in Australia
[LHDE060, LHDE138]. These paths are maintained and upgraded as required to ensure
they are safe [LHOE028]. The island has eight beaches [LHDE136], with the most
prominent being Ned’s Beach where visitors can feed fish and snorkel in relatively
shallow water. The Lord Howe Museum is one of the other prominent attractions
[LHDE120]. The museum features artefacts related to the island’s history and natural
environment. A new addition in the museum has been the use of iPads with photographs
and videos of the island’s history, and lectures and video presentations about the island.
Environmental tours are one of the main forms of tours. These include kayaking tours,
guided bush walks, hikes, marine tours, and animal and bird tours [LHDE137]. Informal
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conversations with other visitors suggested tours are conducted in a very personal
manner, with some even ending with homemade snacks at the tour guides home. This
reflects the friendly nature of the locals who readily integrate visitors into their
community [LHIE].
Events
Lord Howe hosts a number of small events each year. Large events would not be
feasible because of the added cost of accommodation and travel, as well as restrictions
on the number of visitors allowed at any one time [LHIE]. Events are primarily
community oriented and open to visitors. In addition to the annual events listed in Table
A4.14, the island hosts a weekly golf event [LHDE081].
Table A4.14: Major events hosted on Lord Howe Island
Held on the second Sunday of every month, the markets sell a variety
Community Markets
of fresh local produce, art, handicrafts, and homemade cakes
[LHDE012, LHDE080].
Runs between the 9th and the 15th of November. The event has over
LHI Golf Open
AUD 5000 in prize money and is open to visitors and residents
[LHDE083].
Running between the 9th and the 16th of March, the event is organised
LHI Rock Fest
by Big Music Australia, and is currently in its second year (2013). The
Rock Fest hosts a range of free concerts, entertainment, and music
lessons for Lord Howe Island school students [LHDE082]. Through
informal conversations with locals, it was found that the Rock Fest
was the biggest event on the island, attracted large numbers of locals
and visitors, and was described as being a big party.
Hosted between the 1st and 6th of December, Art Trail involves
Art Trail
visiting five local studios to watch local artists work and see displays
of completed works [LHDE084]. The event includes exhibitions of
photographs and paintings as well as drawing lessons.
Hosted each year at 4pm on Christmas Eve, Santa visits Ned’s Beach
Santa visits Lord Howe
to hand out presents to kids under 12 years of age on the island
[LHDE081].

In 2012, the island hosted the Small Island Forum to discuss the common challenges of
small island communities locally and internationally [LHDE007]. The forum included
entertainment events such as the community markets, the island School Flickerfest,
which presented short films on the uniqueness of island schools, and the Kiribati
Connection heritage which explored the connection of Lord Howe residents to Gilbert
Island.
More prominent than the events hosted by the destination are its environmental events
which include the breeding, nesting, and hatching of the various bird species during the
year, and the flowering of various plant species during the summer months [LHDE097].
During the observations, it was noted a Jazz band was performing at Pinetrees Lodge –
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an accommodation provider [LHOE033]. This Jazz program had become an annual
occurrence. Informal conversations with other visitors suggested the Jazz program was
very popular and attracted visitors to the island.
Culture
It was found through observations the island’s culture was influenced by the beach
lifestyle, the natural landscape, which encouraged people to be environmentally
sustainable, and the small community which fostered trust and mateship. It was
interesting to note accommodation providers do not provide keys to the rooms rented by
visitors. This was indicative of the trust people shared with each other. Similarly,
honesty boxes were still in use for renting snorkelling equipment [LHOE023]. It was
not uncommon for residents to greet and chat with visitors while walking around the
island. Interviews conducted with the island’s marketing organisation indicated visitors
to the island are made to feel part of the community and protected, as soon as they get
off the aircraft [LHIE]. This mateship community culture is considered to be one of the
island’s unique selling propositions [LHIE]. Informal conversations with other visitors
also indicated a sense that there was a community amongst visitors, which was
facilitated by communal transportation – where accommodation and catering service
providers are responsible for transporting visitors to and from restaurants, group tours,
and through simply walking and cycling around the island.
Infrastructure
The island has a total nineteen accommodations providers most of whom are family
owned and operated. There are 400 visitor beds available ranging in price from AUD 55
per night off peak to around AUD 900 per night at peak tourist times. Accommodation
options range from beach houses and ocean view properties to secluded accommodation
and lodges [LHDE100]. The island has 11 catering venues, which provide a variety of
dining options from home-style meals to sophisticated menus and internationally
inspired cuisine [LHDE107]. In addition, facilities available include public barbecues,
public toilets, walking and cycling tracks, and boat scrubs [LHDE029, LHDE030].
There are three main shops which sell a range of groceries, souvenirs, and literature on
the island’s flora and fauna [LHDE136]. Walking and cycling are the main means of
transportation. Visitors can rent cars but are restricted to a maximum speed of 25
kilometres per hour [LHDE136]. It should be noted there is no mobile phone coverage
and Internet access is relatively unstable. Based on informal conversations, this lack of
coverage appeared to contribute to the visitor’s experience [LHDE132]. When
available, visitors can access the Internet at the visitor information centre.
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Advertising
Due to budget restrictions, the island is advertised through print and social media
[LHIE]. Print advertisements are placed in the travel section of high-reach newspapers
such as the Sydney Morning Herald and the Daily Telegraph, as well as high-end travel
publications such as InStyle Magazine. The main target market for Lord Howe’s
advertisements is the older high-net-worth individual. The key messages and images
used in the advertisements relate to wellness, relaxation, exclusivity, the uniqueness of
its flora and fauna, the world’s largest sea stack, and the adventure activities available
[LHIE].
Advertisement campaigns are run each year in autumn [LHIE]. This year (2013), the
campaign primarily employed digital and social media, and included the placement of
advertisements on high traffic websites, as well as Facebook competitions with prizes
including a free visit to the island. The campaign was run with the aim of engaging
consumers and encouraging them to share pictures of the island with their friends. As of
July 2013, Lord Howe had 16,584 followers on Facebook and 126 followers on Twitter
[LHDE148, LHDE149].
Endorsements
The island has received several accreditations and endorsements from third party
organisations. These include:
1. The island has been listed as a UNESCO World Heritage Site since 1982 [LHDE028].
The island is only one of four island groups internationally inscribed as a World Heritage
Site [LHDE057],
2. The island was referred to as one of the best kept secrets by Lonely Planet in recognition
of the its subtropical and pristine landscape which provides an escape from urban life
[LHDE125],
3. The island has been listed by the Sydney Morning Herald as one of the top ten places to
visit in Australia in 2013 citing its natural landscape and endemic flora and fauna
[LHDE133],
4. The island was listed by the National Geographic as one of the top ten islands in the
world [LHDE134],
5. Ned’s beach was listed as the cleanest beach in Australia according to the Australian
Clean Beach Challenge in 2005 [LHOE025],
6. The island was noted by Lee Abbamonte – American travel journalist, TV personality,
and the youngest American to visit every country in the world, as being the most perfect
place in the world. Abbamonte was quoted saying [LHDE135]:
I don't know what paradise awaits in the next life, but I do know that paradise on
Earth is located on Lord Howe Island. It is quite possibly the most perfect place
in the world. Unspoiled and empty beautiful beaches dot the island and entice
divers, surfers, and romantics alike. It is breath-taking.
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The actor, Arthur Dignam, was born on the island in 1939 and has featured in several
Australian and international movies including Moulin Rouge! in 2001, and Australia in
2008 [LHDE145]. One of the most prominent celebrities to visit the island is Australian
entrepreneur, businessman, aviator, and political activist, Dick Smith, whose daughter
owns the Capella Lodge – one of the premium lodges on the island [LHIE]. Dick Smith
is a strong endorser of the island and a frequent visitor. The island was noted by
celebrity chef Pete Evans, as being his favourite Australian destination to visit, noting it
is peaceful and has something for everyone [LHDE141]. Informal conversations with
returning visitors suggested the island is frequented by wealthy people and celebrities
who often arrive in private jets and helicopters. It was interesting to note, through
informal conversations, visitors often return to the island and recommend it to others. A
conversation with an employee at the visitor information centre indicated Australians
are the main nationality visiting the island and visitors from other countries are very
rare, visiting only because the island was highly recommended to them. Some of the
accommodation and catering facilities were also awarded the TripAdvisor certificate of
excellence based on visitor reviews [LHOE026].
Through interviews it was found the island adopts a proactive strategy to gain media
endorsements [LHIE]. This involved inviting bloggers and travel journalists and
developing an itinerary for them to experience the island. On average, 20 travel
journalists are invited each year based on an arrangement with Qantas Link – which is
the only airline that flies to the island and which offers, the destination marketing
organisation, 20 free seats a year. Additional travel journalists are funded by
Destination New South Wales [LHIE].
Placement in Popular Culture
Lord Howe has only been placed in a few television shows and movies as listed in
Table A4.15 [LHDE143, LHDE144, LHDE146, LHDE147].
Table A4.15: Movies and television shows filmed on Lord Howe Island
-Living Room presented by celebrity veterinarian Chris Brown
(environmental segment in 2013)
-ABC’s Australia's Remote Islands –Episode 1 presented by reporter
Tracy Bowden (2013)
-An Indecent Obsession (1985) starring Wendy Hughes, Gary
Australian films
Sweet, and Richard Moir
Australian television shows

Documentaries

-David Attenborough The Life of Birds (1998)
-The Ships that Flew (1974)
-Lord Howe: Paradise Unchanged (2006)
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The island has been placed in television shows and documentaries, which display its
eco-system and natural scenery. In addition, Lord Howe has featured in music as part of
a recording titled Songs of Lord Howe Island [LHDE142]. The recording included a
total of eleven songs about the island performed by Lord Howe Island Central School
Island Choir, Lord Howe Island Community Choir, and Islanders Leilani Thompson,
Gary Owens, Anne Kennedy, Gai Wilson, Terry Wilson, and Bruce Thompson.
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Source of Data
In-depth interview
An in-depth interview was conducted with a representative from GTI Tourism, who are
responsible for marking Lord Howe Island. The interview was conducted at a café near
the GTI Tourism office and was 23 minutes in duration. Data from the interview has
been integrated in the case findings presented above and has been cited as LHIE.

Electronic documentary evidence
Source

URL

Database code

Lord Howe Island Board

http://www.lhib.nsw.gov.au

Lord Howe Island Information

http://www.lordhoweisland.info

Lonely Planet
Destination New South Wales
Lord Howe Island Museum
The Sydney Morning Herald
National Geographic
Pinetrees Lodge Lord Howe
Island
Out and About with Kids
National Library of Australia
Internet Movie Database
The Living Room
ABC Television
Facebook
Twitter

http://www.lonelyplanet.com/
http://www.destinationnsw.com.au/
http://www.lhimuseum.com/
http://www.smh.com.au/
http://www.nationalgeographic.com/
http://www.pinetrees.com.au/

LHDE001-LHDE033,
LHDE123, LHDE124
LHDE034-LHDE122,
LHDE131
LHDE125, LHDE132
LHDE126
LHDE127-LHDE130
LHDE133, LHDE135
LHDE134
LHDE140

http://www.outandaboutwithkids.com.au/
http://www.nla.gov.au/
http://www.imdb.com/
http://livingroomtv.com.au/
http://www.abc.net.au/tv/
http://www.facebook.com
http://www.twitter.com

LHDE141
LHDE142
LHDE143-LHDE145
LHDE146
LHDE147
LHDE148
LHDE149
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Non-electronic documentary evidence

LHDE136: Brochure Lord Howe Island
Holiday Planner

LHDE137: Brochure Lord Howe
environmental tours
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LHDE138: Brochure Lord Howe Walking
Paths
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Observation Route
Lord Howe Island visitor map indicating in red the route taken during observations.
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Observations

LHOE023: Snorkel equipment shed at
Ned’s Beach payment is by an honesty
system
LHOE013: Tourist information booth
displaying tours, excursions, and activities
available

LHOE016: Environmental tour group
LHOE025: Certificate displayed at Ned’s
Beach

LHOE019: Coral and marine tour group

LHOE026: TripAdvisor certification of
excellence at Pandanus (restaurant)
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LHOE028: Logs on the hiking path to be
used to maintain the path

LHOE032: Lord Howe flag displaying
Kentia Palms and Mt Gower

LHOE033: Jazz program at Pinetrees
Lodge
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